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Executive Summary 
Objective: 
•  In this thesis we have analysed the opportunity for Jotun to sell paint online. Also, if they 
should open up their own distribution channel, have cooperation with another brand, or sell 
their products on a neutral channel. We wanted to find out if the consumers in Spain were 
ready to buy paint online, and what kind of challenges the company had to review in 
distributing their products online. 
 
Approach: 
•  We have followed a systematic marketing plan with external and internal research. First we 
have analysed the industry and the different companies in Spain. Furthermore we have 
analysed the Spanish populations internet-use, their interest in e-commerce and social media. 
For our primary data we have interviewed in total eight consumers, two competitors, two 
retailers, one professional and two experts, one expert on internet-use and one in the paint 
industry. We have also included two focus groups and three observations. From their answers 
we have continued with laying strategic decisions, segmentations and a strategically SWOT. 
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Executive Summary 
Results: 
•  In our research we found that some were hesitant with buying paint online, based on sceptic 
about the colour on the screen versus the real colour. Either way, when we showed our focus 
group, which was first reluctant, a visualizer who showed different colours on walls they got 
more eager and said that they would purchase paint from such a website. We found that the 
Spanish people we interviewed was ready to buy paint online, as long as the website was 
inspirational and practical for the consumer to use. 
 
Recommendation: 
•  We recommend Jotun to open up their own distribution channel where they can include their 
blog and already existing website. They should have their own visualizer, which can be 
troublesome to implement in a neutral website. They should continue focusing on what they are 
good at: inspiration and colours. With the distribution channel, they should have home delivery 
and possibility to collect their purchase in their local paint store. Also, Jotun needs to work on 
their brand awareness, especially if they want their online distribution channel to succeed. 
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Company Presentation 
§  Jotun was established in 1926 by the Norwegian founder Odd Gleditsch Sr. 
§  Today, Jotun is Norway's leading producer in paint and powder coatings, it is one 
of Norway’s largest international companies as well as among the world's leading 
distributors of products in their category 
§  The main office is based in Sandefjord, Norway, but the company is also 
represented in over a 100 countries, on all five continents 
§  Jotun has organised its global organisation into seven regions, having the 
operational responsibility for business in all segments in the geographical area 
(Scandinavia, West Europe, East Europe and Central Asia, Middle East, India 
and Africa, South East Asia and Pacific, North East Asia, Americas) 
§  35 production facilities in 21 countries 
§  65 companies in 45 countries 
§  9676 employees 
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Company Presentation: Strategy and Vision 
§  Jotun protects its employees, customers, suppliers, shareholders, the environment 
and all property 
§  Jotun´s overall strategic direction 
§  Organic growth; Develop new and existing markets 
§  Four segments; Decorative paints, Protective Coatings, Marine Coatings and 
Powder Coatings 
§  Differentiated approach; Global view with a regional and local focus 
§  The Penguin Spirit 
§  Loyalty, Care, Respect and Boldness 
§  Fight against corruption  
§  Encourage whistle-blowing  
§  Especially after a corruption case in Norway in 2012 
§  The core processes 
§  HR and recruitment, competence development, R&D and Innovation, technical 
expertise, operational development, HSE, follow up tools, Corporate 
Responsibility and sustainability   
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Company Presentation: Product Areas 
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Decorative 
Paints  
Marine  
Coatings  
Protective 
Coatings  
Powder 
Coatings  
Yachting 
Products 
For interior and 
exterior, for 
consumers and 
professionals 
 
For shipowners 
and managers, 
active in 
newbuilding and 
dry-docks 
 
Products for 
offshore, energy, 
infrastructure, 
hydrocarbon 
processing and 
storage tanks 
For companies 
active in 
industries 
related to 
appliances, 
furniture, 
building 
components, 
pipelines and 
general 
industries  
For professionals 
and DIY users, 
offer high 
performing 
products to 
provide a 
brilliant finish 
and make the 
boat care easy 
 
55 products 51 products 23 products 83 products 44 products 
Jotun offers paints and coatings for indoor and outdoor use, as well as pre-painted cladding and 
marine products. Below we have listed Jotun’s 5 main product areas globally, it is important to 
notice that all products are not available in all countries  
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Part 1: Analysis 
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1.0 Problem Defenition 
12 
“Is there potential in the Spanish market for Jotun  
to distribute their products online?” 
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1.1 Limitations 
13 
Product Area: Decorative Paint 
We have chosen to focus on end-consumers 
Geographical Restrictions: Due to limited time and resources we will restrict 
ourself to the area of Catalonia and Madrid 
ESADE Business School 
     Bachelor Thesis 
2.0 Industry 
These numbers are from the 2015 report on the paint industry in Spain. 13 companies 
are included in the report by ASEFAPI. The numbers are a total of the company’s sales 
in volume and in Euro.  
 
•  The industry shows an increase in sales volume in Q3 2015 on all channels.  
•  Traditional distributors showed just a small 0.6% increase, but the longer term YTD 
(Year to Date) and MAT (Moving Annual Total) measure indicates the strongest 
growth by any sector. YTD-sales increased by 3.1% and the MAT volume increased 
by 2.5%.  
•  For the largest sector of interior sales it shows an improvement by 3.8%. In 
addition, the third largest category if high performance single component coatings 
went up by 13.6% in Q3 2015.  
•  Generally small decreases were reported in other areas; exterior paints were down 
by 2.1% and metal and wood paints were 6.8% lower.  
•  The total net value from the industry by 2014 is 339.895, a 3% increase from 
2013. (Numbers in 000’s)  
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2.1 Industry: Products 
•  Different coating products in the industry are car refinishes, powder coatings, wood 
coatings, coil coatings, coatings for plastics, protective coatings, infrastructure, 
marine coatings, aerospace coatings and more.  
•  Based on end-use segmentations, there are three categories:  
1.  Architectural and decorative 
2.  Industrial  
3.  Marine  
•  In general, there is a product to nearly any hard material in the industry.  
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2.2 Industry: Size, Evolution and Forecast 
•  After the financial crisis in 2008, 
the industry decreased from 5,831 
to 4,361. There was a small 
increase the next two years, but a 
set-back in 2012. The forecast for 
2017 to 2020 is a small, but 
positive increase in Spain.  
•  Spain is getting back on their feet 
from the financial crisis, and with 
a stronger Euro, the predictions 
for the economical growth is also 
positive for the average user. (See 
PESTEL - Economical, page 18) 
16 
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2.3 Competitors 
SPAIN  WORLDWIDE  
•  TitanLux 
•  Valentine 
•  Xylazel 
•  Monto 
•  Blatem  
•  Isaval  
•  Juno  
•  Comex (Mexico)  
•  Sherwin Williams (US)  
•  Behr (US)  
•  Valspar (US)  
•  Dulux (Uk)  
•  Nippon Paint (Japan)  
•  PPG (Us)  
•  AkzoNobel: Bruguer, Procolor and 
Sikkens brands (N.L)  
17 
This is a list of Jotun’s biggest competitors, both in Spain and worldwide. On the 
following pages we will go into more detail about two of the competitors; TitanLux and 
AkzoNobel 
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2.3 Competitors 
TitanLux 
•  From Barcelona, Spain  
•  Market share 2015: 12% 
•  Annual revenue (2010): $215 million  
•  Number 1 paint manufacturer in Spain (2012)  
•  Brands: UnaCapa, coloured de nuestra Tierra and Orion  
•  Main development areas:  
•  Focus on environmental friendly paint  
•  Awarded with several European Ecological Labels on their products.  
•  Do they distribute paint online?  
•  Only through another distributor/chain (bricor.es), such as Jotun today  
•  Has a simulator under construction on their website 
18 
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2.3 Competitors 
AkzoNobel 
•  From the Netherlands  
•  Their most known brand in Spain is Bruguer, with 
 a market share of 8% 
•  Annual result (2014): $ 17.776 billion  
•  Number one paint manufacturer in the world  
•  Brands: bruguer, Dulux, Levis, International and Eka  
•  Main development areas:  
•  European area decoration paint business development  
•  Consolidating leadership position in global powder coating market  
•  Enlarges to the chinese market input and market share growth.  
•  Do they distribute paint online?  
•  Only through another smaller distributor (nonpaintstore.nl), such as Jotun 
today  
19 
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2.4 PESTEL: Political 
§  Spain is part of the trade system of the European Union (EU); the European  
Commission (EC) 
§  This means that Spain needs to follow EC's rules, but can vary from the said as 
long as they do not exceed the limit.  
§  In Spain, VAT is declared quarterly in April, July, October and January. In 
addition, an annual VAT summary return must be filed in January. 
§  There is a wide range of different taxes in Spain, and tax rates vary between the 
different Autonomous Communities in Spain 
§  There is General Elections every 4th year, the last was in 2015 and the next 
will be in 2019. The change in government might result in changes in the laws.  
20 
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2.4 PESTEL: Economic 
§  The average household net-adjusted disposable income per capita is  
$ 22 477 a year, less than the OECD average 
§  Regarding the primary distribution of income, compensation per employee 
increased from 3.8% to 4.3% in Q4, 2015.  
§  One positive trend in 2015 has been the growing number of indicators suggesting 
that the European economy has begun to improve 
§  The Spanish economy registers quarterly growth of 0.8% in the fourth quarter 
of 2015  
§  In terms of employment, only 56% of people aged 15 to 64 in Spain have a paid 
job. Which can have a negative impact for the industry when it comes to 
purchasing power 
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2.4 PESTEL: Social 
§  The salary of Spanish men is 19,3% higher than women´s 
§  In Spain, almost 7/10 internet users, around 19.2 million peoples, shop online 
§  The average online customer orders something online three times per month, 
and spending an average of 70€ per order 
§  It seems that in Spain the main reason for buying online are the cheap prices 
or great offers 
§  Do-it-yourself (DIY) projects have exploded in popularity  
§  Never before have so many people been willing to work on their own homes 
because of new channels of information, a lean towards sustainability, the 
growth of affordable options for DIY and new ways to stretch every euro, have 
made redecorating more popular than ever 
§  Inspirational DIY-videos are also flowing on the web, where the DYI site on 
Facebook, NIFTY, has over 9 million “likes” (01.05.16) 
22 
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2.4 PESTEL: Technological 
•  According to The World Bank, internet usage in Spain increased 51.19 % from 
2006 to 2014, this trend is likely to increase further 
•  New paint technology 
•  Globally there is an increased focus on environmentally friendly and sustainable 
products/services in all industries, which will  
•  Researchers and technicians in R&D in Spain decreased from 2012 to 2014 
•  Researchers in R&D decreased 4,84% from 2.788 to 2.653 per million people 
•  Technicians decreased  2,47% from 1.254 to 1.223 per million people 
23 
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2.4 PESTEL: Environmental 
§  Climate and environment 
§  Aenor Medio Ambiente - the spanish eco-mark that shows products which 
have more environmental friendly attributes and lower VOC contents 
§  This certification constitute a differentiation from other products in the 
market, improving their image of products and services offered and 
building a website 
§  In recent surveys about environmental change in Spain, 95% of the 
respondents reported that protecting the environment is important, and 65% 
indicated that they are worried about the state of the environment in Spain 
(EC. 2011: Government of Spain, 2013) 
•  According to a survey conducted by the European Commission 49% tends to agree 
that they would pay more for environmentally friendly products, 15% totally 
agree, 14% do not know, and 22% disagree 
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2.4 PESTEL: Environmental 
§  According to an article posted in Forbes Magazine, CSR increases customer 
engagement, employee engagement and long-term thinking 
§  UN Human Rights 
§  “The High Commissioners has expressed support for the development of 
human rights standards applicable to the business sector, while at the 
same time advocating the implementation of voluntary initiatives towards 
corporate social responsibility.” - Statement by the High Commissioner, 
UN 
§  UN’s global compact principles 
§  Anti-corruption: C5’s third annual conference in anti-corruption will be held 
18.-19. October, 2016 in Madrid 
§  Focus on anti-corruption in Spanish companies, and multinational companies 
operating in Spain  
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2.4 PESTEL: Legal 
§  Spain is a part of the EU Paints Directive 2004/04/EC 
§  The EU Directive 2004/04/EC set different limit values for the content of VOCs 
depending on the type of coating material, which took effect in two steps in 
2007 and 2010, Spain also implemented this directive 
§  All EU-countries must follow the rules of the EU Paints Directive 2004/04/EC 
§  The EU Paints Directive states that each product shall carry a label where it 
indicates what subcategory the product is in, as well as the legal limit value of 
VOC contents and the maximum content of VOC in the product when it is 
ready to use condition.  
§  The transposition into Spanish Law was held February 24, 2006 by Real 
Decreto 227/2006.  
§  The VOC threshold limit for EU is different depending in the the type of coating 
§  The EU has a comprehensive chemical legislation to ensure a high level of 
protection of human health and environment. 
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3.0 Research Problem Development 
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In order to find a solution to our problem definition we have chosen two main topics to 
focus on; competitiveness in the industry and consumer behaviour 
Competitiveness in the Industry 
We need to understand the market 
as well as Jotun’s  
position in the market 
•  To cover this topic we will be 
using Porter´s Five Forces model  
Consumer Behaviour 
It is essential to understand the 
customer's buying process to 
develop the right strategy for our 
problem definition  
•  To cover this topic we will be 
using Kotler’s Purchasing Process 
model 
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3.1 Theoretical Framework 
As mentioned on the previous page we have decided to apply two different 
models based on our focus areas in order to make the list of information needed from 
primary sources 
 
Porter’s Five Forces 
•  This model will help us evaluate the external market by analyzing the level of 
competition in the industry 
 
Kotler’s Purchasing Process 
•  This model is very important in order to understand consumer behaviour; it shows 
the decision process of the consumer.  
28 
ESADE Business School 
     Bachelor Thesis 
3.2 Porter’s Five Forces 
29 
Competitive 
Rivalry 
Threat of 
New Entry 
Buyer Power 
Threat of 
Substitution 
Supplier 
Power 
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3.2 Porter’s Five Forces 
30 
Threat of new entry 
There are a few entry barriers to enter the industry; 
•  The cost of machines needed to produce paint is relatively low, which makes the 
costs to enter the industry low. But, even though the cost barrier to enter the 
industry is low, the threat of these entrants is low because of the existence of 
already large and established producers.  
•  Another barrier is that it is difficult to differentiate products in the industry. Most of 
the already existing producers have relatively similar product portfolios. For new 
entrants to differentiate from the bigger producers or to compete with them, they 
need new technology and innovation. We consider the threat of new entry low in 
this area as well. 
•  It is also a competitive advantage to have a joint-venture with another company 
who has relationship with buyers and suppliers, as well as a coordinated 
development with manufactures of application equipment to succeed.  
 
Threat of the entry = LOW 
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3.2 Porter’s Five Forces 
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Buyer Power 
There are many producers of decorative paint in the Spanish market, as well as a huge 
amount of different kind of paints. The consumer’s switching cost is low, which means 
that the buyers are free to choose between the different products as needed and 
desired, or according to the price level.  
 
Buyer Power = HIGH 
 
Supplier power 
There are few suppliers of the chemicals the industry needs.. Through our primary 
sources we found that there are a few suppliers with much power regarding pricing, 
and some subcontractors supply unique raw materials which is difficult to replace 
without changing the characteristics of the product’  
 
Supplier Power = HIGH 
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3.2 Porter’s Five Forces 
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Threat of Substitutes 
There exists few substitutes, because the paint and coating industry includes almost all 
types of chemical surface coverings. Significant trends towards greater use of 
wallpaper or pre-treated paneling could be an indicator. 
 
When it comes to building new constructions or houses, the consumer can choose to 
build or buy these constructions with a material that does not need paint or coatings. 
For example glass, different stones as marble or brick, or plates of metal. Either way, 
the normal end-consumer probably would use chemical surface coverings inside the 
construction, or in some parts. 
 
Threat of substitutes = LOW 
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3.2 Porter’s Five Forces 
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Competitive Rivalry 
Today Jotun is number nine in the DIY-market,  
where AkzoNobel and Titanlux are their biggest  
competitors with 20% market share in total. 
 
The biggest competitors have only taken  
36% of the market share, while to remaining 
64% is taken by hundredt of small companies. 
  
Jotun differentiates themselves from the  
other competitors with their product placement  
in the stores as well as their wide spectre of  
colours. Other than that, the products are  
quite similar, and the biggest brands are  
focusing on the same environmental trends.  
Competitive Rivalry = HIGH 
TitanLux 
12 % 
Bruguer 
8 % 
Jotun 
3 % 
Materis 
7 % 
Monto 
6 % 
Others 
64 % 
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3.2 Porter’s Five Forces 
34 
Competitiveness of the industry - conclusion 
We can conclude with that both the threat of substitutes and new entries is low, and 
both supplier power and buyer power is high. Throughout our research we have found 
that the different paint companies have a big market share, both in Spain and 
worldwide. Their products are quite similar, and there are few ways to differentiate 
their products. It is the biggest companies that have control over the market and in 
which direction they want the industry to go. The supplier is very important in this 
industry, and because there is quite few of them, they have a lot of control in the 
industry. The companies needs a good and a long-term relationship with them. 
 
We conclude that the Competitiveness of the Industry = MEDIUM-HIGH 
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3.3 Kotler’s Purchasing Process 
35 
Need 
Recognition 
Information 
Search 
Evaluation 
of 
Alternatives 
Purchase 
Decision 
Post 
Purchase 
Behaviour 
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3.3 Kotler’s Purchasing Process 
Need recognition 
•  In the south of Spain it is normal to paint the exterior of their houses each year. In the north 
they normally paint exterior every 5-6th year. 
•  Through our primary research we found that consumers get the need to purchase paint when 
they feel that refurbishing is necessary, or if  they want change. 
Information search:  
•  Information search is not important when buying paint, the product specification is usually 
enough, or recommendations from employees in the stores. 
•  They usually buy paint from multiple brand stores 
•  Information search is important when buying more valuable products like electronics. Some 
interview objects also wanted more information when booking hotels or buying clothes online. 
•  Information search usually happens through forums, the products webpage (especially the 
comments section) and through recommendations from friends or professionals 
•  Only one interview object said he would prefer to talk to an expert on the field before 
making a decision 
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3.3 Kotler’s Purchasing Process 
Evaluation of alternatives 
•  All interview objects went to either a local store or warehouses like Leroy Merlin to buy paint 
•  If they hired professionals to paint they were not involved in the process 
•  No one would travel far for a specific brand, this might be because of the low brand awareness 
•  The majority bought other products online, like electronics, accessories and tickets. 
•  No one had ever bought paint online, and was sceptical of the thought 
•  The painting brand was not important, they looked for the quality of the brand 
 
Purchase Decision  
•  As mentioned earlier the painting brand is not important, they would rather go for the quality of 
the paint 
•  Even so, they would not do a lot of information search, and would not travel far for a 
specific brand; they usually went for the recommendations from employees of the selected 
store, or recommendations from friends.  (It is important to notice that not all stores sell 
all brands of paint) 
•  When it comes to other products they would discuss the alternatives with friends on read 
threads on forums 
37 
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3.3 Kotler’s Purchasing Process 
Post-purchase behaviour 
•  Painting is not preferred to do often for any of our interview objects, and because of this they 
usually go for paint with higher quality. 
•  They expect that the paint will have long durability 
•  Most of the interview objects agreed that “when you do it; do it right” 
•  Through the interview with one of the retailers we learned that most customers did not notice 
small differences in in colour, and they rarely came back to complain. 
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4.0 Conclusion Secondary Research 
The decorative paint industry in Spain  
•  In 2010 the paint industry was worth €480 million in Spain. The paint industry in Spain is 
complex and contains many different product lines, customer segments, producers and 
distributors.  
•  Do-it-yourself projects have exploded in popularity in recent years.  
−  Never before have so many people been willing to work on their own homes because 
of new channels of information, a lean towards sustainability, the growth of 
affordable options for DIY and new ways to stretch every euro, have made 
remodeling more popular than ever  
 
How big is the online market in Spain?  
•  The e-commerce industry in Spain was worth 16.26 billion euros in 2014. Almost 7/10 
internet users, around 19.2 million people, bought something online in 2015, thereby 
spending on average 876 euros per year. The average online customer orders something 
online three times per month, and spending an average of 70€ per order. It seems that 
in Spain the main reason for buying online are the cheap prices or great offers.  
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4.1 List of Information Needed (Primary Sources) 
Supplier Power 
•  Uniqueness of Service   
•  Availability of 
Substitutes  
•  Importance of Industry 
to Suppliers  
 
Threat of Substitution   
•  Differentiation of 
substitutes 
•  Price of substitutes  
•  Quality of substitutes 
40 
Threat of New Entry  
•  Growth in Industry 
•  Barriers to Entry  
•  Economies of Scale  
•  Capital 
Requirements  
•  Access to 
Distribution 
Channels  
Buyer Power 
•  Number of Customers  
•  Customers Loyalty  
•  Price Sensitivity  
•  Importance of Product 
to Customer  
•  Product Differentiation  
 
Competitive Rivalry  
•  Industry Growth Rate  
•  Brand Identity  
•  Exit Barriers  
Porter’s Five Forces 
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4.1 List of Information Needed (Primary Sources) 
Need recognition 
•  When do the customer get the need 
to purchase paint?  
•  Internal stimuli  
•  External stimuli  
 
Information search  
•  Value of search  
•  Amount of information needed  
•  Personal sources  
•  Commercial sources  
•  Public sources  
•  Experimental sources 
Evaluation of alternatives  
•  Distribution channels  
•  Accessability  
 
Purchase decision  
•  Attitude of others  
•  Unexpected situational factors  
 
Post-purchase behaviour  
•  Consumers expectations  
•  Product’s perceived performance  
41 
Kotler’s Purchasing Process 
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5.0 Research Design and Method 
42 
Based on the information needed we have chosen to use a qualitative research design. We will use 
in-depth interviews, focus groups and observations to solve our problem definition 
 
•  In-depth interviews  
•  We would like to interview consumers, retailers, competitors, professionals and experts 
(both on the paint industry and on the online market). This mix will hopefully give us the 
answer to if Jotun should distribute their products online.  
•  Focus groups  
•  Here we will collect individual's thoughts about the online market and the paint industry. 
Also, we can transfer the answers we got from the data collected from the in-depth 
interviews to get a common belief on distributing paint online.  
•  Observations 
•  By doing observations at different retailers we hope to understand the consumers purchase 
behaviour 
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5.1 Primary Research 
43 
Method Date Who Method Date Who 
Interview C 15.04.16 Carlos Ocaña Interview P 19.04.16 Male 
Interview C 15.04.16 Meriem Mrabet Interview R 18.04.16 Miriam 
Interview C 16.04.16 Nadia Ruíz Interview R 09.05.16 Male 
Interview C 19.04.16 Rebeca Merinovi Interview E 13.04.16 Male 
Interview C 19.04.16 Roberto Blanco Interview E 10.05.16 Male 
Interview C 26.04.16 Nieves Ortigosa Focus Group 09.04.16 Females, 30+ 
Interview C 30.04.16 Lincoln Silva Focus Group 02.05.16 Females/males 25+ 
Interview C 19.05.16 Laura Salvador Observation 23.04.16 Ikea 
Interview CP 19.04.16 Anonymous comp. Observation 23.04.16 Leroy Merlin 
Interview CP 23.05.16 Anonymous Observation 09.05.16 Els Tigres 
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5.2 In-depth Interviews 
By conducting in-depth interviews with end-consumers, competitors, professionals, 
retailers and experts. We hope to obtain information about the customers wants and 
needs regarding decoration and paint, to collect their thoughts about online shopping 
in general and the possibility of buying paint online. We would also like to hear what 
competitors have to say about entering the online market and the market in general. 
 
We have conducted 15 in-depth interviews in total; 
•  8 consumers 
•  2 competitors 
•  2 retailers  
•  1 professional 
•  2 experts 
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5.2.1 In-depth Interview 1 (consumer) 
Carlos Ocaña  
 
•  Customer 1 is a man in the middle of his 40 ́s living in Barcelona.  
Topic: Behaviour - online shopping 
•  He buys a lot of things online, approximately 5 times per month - everything from tickets to 
electronics and food.  
•  He use Amazon as the main online store (multiple brand), however he tends to search for 
alternatives as well to compare the price - but he go directly to their site to get the cheapest 
price.  
•  How much information he need depends on the product; if he wants to buy electronics he 
needs a lot of information, and he uses google, forums and feedback to get this. Although, he 
says that you get more information if you go directly to a one-brand store than if you use a 
multiple store.  
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5.2.1 In-depth Interview 1 (consumer) 
Topic: Behaviour - paint  
•  Making changes in the house is important, he redecorates twice a year, and paint the 
house every fourth year with the same colour to make it “new” again.  
•  When he buys paint he feels great because the result of redecorating is nice, and he 
prefers to hire a professionals to paint the wall.  
•  High quality, layers of paint and the possibility of washing the walls are important factors 
when he buys paint.  
•  It is not important to find the right kind of paint since he usually use the colour white, 
but the brand needs to be a familiar one.  
•  The only brand he is familiar with is Jotun.  
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5.2.1 In-depth Interview 1 (consumer) 
Topic: Paint / online  
•  He has never bought paint online, but he wouldn’t have any problems regarding this. The 
only kind of concerns is getting the right colour and shade. 
•  It is important that the price is the same as in the store, and to get home delivery 
for free since this is normal in Spain.  
•  He would rather buy from the company than from a neutral distributor – but if he buys 
from a neutral distributor he would search for information from the company.  
•  To get information about the paint is important, and if he buys online he would like 
to talk with someone if he have questions, for example by chatting with an expert 
from the company.  
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5.2.2 In-depth Interview 2 (consumer) 
Meriem Mrabet 
 
•  Consumer 2 is a woman in the middle of the 30 ́s living in Barcelona.  
Topic: Behaviour - online shopping  
•  She buys products like electronics, accessories and sometimes clothes - but she likes to 
try them first.  
•  She tends to use the same online-store every time she purchase products online, but do 
not have any problems with trying new websites if she feels secure.  
•  Information about the product is important, and she likes to read about the product from 
the company’s website before she buys it at a multiple brand store.  
•  Normally she goes straight to the specific product, but she can also look for 
alternatives.  
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5.2.2 In-depth Interview 2 (consumer) 
Topic: Behaviour – paint  
•  She likes to redecorate small things all the time, and she paints the house herself every 
second year because she gets bored of the colour.  
•  The feeling she gets when buying paint is ”happy” and ”fun”, and she do not think it is 
hard to find the right colour.  
•  She buys from the closest local paint store, and says that factor such as soft colour, 
high quality and nice tone is important.  
•  Regarding information about the paint she do not need so much, but she would like long 
lasting paint. The brand is not important, it is the colour of the paint that is the key 
factor, and because of this she do not remember any painting brand.  
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5.2.2 In-depth Interview 2 (consumer) 
Topic: Paint / online  
•  She has never bought paint online, and is not sure if she would because she likes to buy 
products such as paint in a store so she can see the colour first.  
•  The only factor that would make her buy paint online is time, but painting your 
house is not something you do spontaneously.  
•  When she buys paint she visit the company itself, and if she would buy from a neutral 
distributor she would still search for information from the company.  
50 
ESADE Business School 
     Bachelor Thesis 
5.2.3 In-depth Interview 3 (consumer) 
Nadia Ruiz 
 
•  Consumer 3 is a woman in the middle of her 30 ́s living in Madrid.  
 
Topic: Behaviour - online shopping  
•  She does not buy a lot of things online; an average of three to four times a year, and she 
only purchase tickets.  
•  She likes to use different websites (multiple brand stores) because this makes her feel 
more secure and because she likes to look for alternatives to get the best price.  
•  It is not always important to find much information since she only buy tickets and 
because she normally know what she wants, but if she needs to find more she use 
Google.  
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5.2.3 In-depth Interview 3 (consumer) 
Topic: Behaviour - paint  
•  It is not important for her to redecorate the house, so this is not something she do often 
•  But, if she do redecorate, she buys the paint in a store, paint her home by herself 
and feel happy about both things.  
•  Finding the right paint is important, and she does not feel like it is hard to find it since 
she normally only buy white colour.  
•  She will pay more for good quality, and will gain information about the product before 
she buys it.  
•  Factors like how many layers of paint, and the possibility of washing the walls are 
important.  
•  Brands are not important for her as long as she gets the colour she wants 
•  She knows about the brands Bruguer and TitanLux 
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5.2.3 In-depth Interview 3 (consumer) 
Topic: Paint / online  
•  She has never bought paint online, and could not see herself doing it at any time soon.  
•  It is important for her to see the colour, and get the possibility to talk with an expert 
about the product.  
•  Paying more for buying paint online, or to get it delivered on the door is not something 
she would do.  
•  But, if she someday is going to buy paint online it is important to get the opportunity 
to chat with an expert online, get free delivery and a guarantee that the paint looks 
the same way on the website as “live”/in the real world.  
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5.2.4 In-depth Interview 4 (consumer) 
Rebeca Merinova 
 
•  Costumer 4 is a woman in the middle of the 30 ́s living in Barcelona.  
 
Topic: Behaviour - online shopping  
•  She do not buy much online, and the only products she purchase is tickets and clothes.  
•  She does not use the same online store every time because she feels generally safe on 
all websites, but this depends on the product, and she go straight for the specific 
product.  
•  Information is not that important, and she uses both one-brand and multiple stores to 
find the product- but the site depend on the product.  
•  She uses the information given by the website, but feels like the neutral store have 
more information about the product  
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5.2.4 In-depth Interview 4 (consumer) 
Topic: Behaviour – paint  
•  Decorating her house is important to her, and therefore she likes to do this at least once 
a year. What she uses to do this depends on what she would like to do, but it usually 
involves paint.  
•  She paints her house every year, because she would like to change it or because it 
looks unclean.  
•  When she paints the house she hires professionals.  
•  She thinks it is stressful to buy paint; that is why she hires professionals to do it, but it is 
not difficult for her to find or buy the right colour, and she would like to pay more for 
higher quality.  
•  It is not important for her to get information about the products or to get a specific kind 
of brand.  
•  Bruguer and Titanlux are brands she is familiar with.  
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5.2.4 In-depth Interview 4 (consumer) 
Topic: Paint / online  
•  She has never bought paint online, buy feel safe about buying doing it.  
•  Since she do not buy paint herself but use professionals, she do not have a lot of thought 
about it.  
•  But, if she one day would by it herself, online shopping could be a alternative if the 
price is the same and it does not cost more for home delivery.  
56 
ESADE Business School 
     Bachelor Thesis 
5.2.5 In-depth Interview 5 (consumer) 
Roberto Blanco 
 
•  Consumer 5 is a male in the middle of his 30’s living in the suburbs of Barcelona.  
Topic: Behaviour - online shopping 
•  He buys products and services, like tickets and instrument parts, up to 5 times a year 
•  He does not tend to use the same website for every purchase, and is willing to use online 
stores he has never used before 
•  He is indifferent when it comes to using neutral or one-branded stores, but when he 
searches for products he goes straight to the products he is looking for 
•  He does not need a lot of information about the products he is buying, but if he needs 
something he search for information on google 
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5.2.5 In-depth Interview 5 (consumer) 
Topic: Behaviour – paint  
•  He is in the middle of refurbishing his house which he does by himself. He does a lot of 
DIY, painting and uses furniture and decoration from antique and ethnic stores 
•  When he feel that it is necessary to paint his house, he would rather do it himself than 
hire a professional 
•  It is very important for him to find the “right kind of paint”, and he does not find it 
stressful or difficult to do so 
•  He goes to Leroy Merlin to buy the paint he needs, and would not travel far to get a 
specific kind of paint 
•  The qualities he look for in the paint is resistance and surface/texture of the finished 
outcome 
•  Price and quality are the factors which makes him decide on what paint he will buy, as he 
does not go for the same brand or kind of paint every time 
•  He knows about the paint brands TitanLux, Jotun and Bruguer 
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5.2.5 In-depth Interview 5 (consumer) 
Topic: Paint / online  
•  The interviewee has never bought paint online before and feels like it unnecessary to do 
so 
•  One of his concerns about buying paint online is the arrival day of the delivery; when he 
buys paint he needs it fast 
•  He would not pay more for the possibility of buying paint online, or if it could be 
delivered to his door.  
•  When asked what could persuade him to change his mind about buying paint online he 
mention that fast delivery time, the possibility of chatting with the supplier and other 
treats like special offers and discounts would be essential factors for him.  
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5.2.6 In-depth Interview 6 (consumer) 
Nieves Ortigosa 
 
●  Consumer 6 is a woman in the middle of the 50 ́s living in Madrid.  
Topic: Behaviour - online shopping  
•  She do not buy much online, but if she does she buys clothes and reserve hotel rooms 
•  She does not mind to use different or unknown websites 
•  She does not feel unsafe when she enters new sites/online stores.  
•  She likes to use multiple brand stores and go straight to the specific product.  
•  Information about the quality and price is important, and she always ask friends or use 
forums before she purchase a product.  
•  She does not have enough knowledge regarding the question if a multiple brand store 
have sufficient information, or if she feels it is insufficient she would use the company's 
website to collect information 
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5.2.6 In-depth Interview 6 (consumer) 
Topic: Behaviour - paint  
•  The interviewee paints her house every sixth year because it looks unclean or the paint 
begins to fade.  
•  When buying paint she feels happy, and think it is funny because the result is positive.  
•  She shift between painting the house by herself and hire a professional depending on the 
time.  
•  Finding the correct colour is important, and she feels that it can be hard to find the right 
one.  
•  She thinks quality of the paint is important, but would not travel unnecessary far to buy 
a special kind of paint 
−  Usually she buys paint in the local store 
•  Information about the paint is important, but she is mainly looking for the right colour.  
•  She does not use specific brands, but are familiar with Bruguer, Procolor and Titanlux.  
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5.2.6 In-depth Interview 6 (consumer) 
Topic: Paint / online  
•  She has never bought paint online, and even though she rarely buys anything online she 
would appreciate the option.  
•  If she were to buy paint online it would be crucial for her to chat with experts and have a 
colour guarantee  
•  Since information is important she would prefer to use the company’s website and not a 
multiple brand store.  
•  She would not pay more for purchasing paint online or home delivery. 
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5.2.7 In-depth Interview 7 (consumer) 
Lincoln Silva 
 
•  Customer 7 is a man in the 40 ́s living in Madrid 
 
Topic: Behaviour - online shopping  
•  He uses the Internet a lot to purchase products, almost 3 times per month and this 
covers everything from tickets, sport clothes, and hotels to music.  
•  He tends to use the same online-store, but likes to follow recommendations from family 
or friends if he tries a new website.  
•  Normally he goes straight to the product, and he tries to use a one-branded stores when 
buying online since they have more information about the products 
•  He usually get enough information to cover his needs through the websites, but also 
likes to read comments and forum-discussions about the product. 
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5.2.7 In-depth Interview 7 (consumer) 
Topic: Behaviour - paint  
•  He does not care so much about redecorating his house, but his wife is daily doing 
improvements with furniture etc. 
•  When it comes to painting the house they do it rarely, but more now than before 
because of their two children that makes the walls dirtier.  
•  They usually hire a professional to paint, even though the wife likes to do it herself.  
•  He feels that it is complicated to buy paint because of all the different brands and 
colours, and that it is hard to find the right colour. He also mentions that he has noticed 
an increase in Chinese brands on the market.  
•  He buys paint at the closest store and would not travel far for å specific brand, last time 
they bought at a Chinese store nearby.  
•  Qualities like durability and good results are important, and he will therefore pay more 
for higher quality, but he is not familiar with any brands on the market.  
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5.2.7 In-depth Interview 7 (consumer) 
Topic: Paint / online  
•  He has never bought paint online and is not sure if he would do it, but says that factors 
like recommendations from friends or a package services that includes painter, paint and 
cleaning could make him buy paint online.  
•  For him buying paint online would be a limited service because he feels like it would be 
more normal for a professional than for the end consumer.  
•  He would not pay more for the paint online, but would pay extra to get it delivered 
home.  
•  He would rather buy from the company directly, but he would not search for information 
from another source if he bought from a neutral distributor.  
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5.2.8 In-depth Interview 8 (consumer) 
Laura Salvador 
 
•  Customer 8 is a woman in the late 20 ́s living in Barcelona.  
 
Topic: Behaviour - online shopping  
•  Our interviewee buys a lot of things online because it is time saving and buys something 
approximately 6 times per month - everything from music, to clothing and food.  
•  She do not use a main online store, but finds websites through Google, blogs and social 
media, however she likes to search for alternatives as well as comparing the price. It 
depends on the product if she uses a multiple store or a one brand store, if it is a product 
she normally buys she goes right to the website - which often is the company's website.  
•  Information about the product is important if is for example clothing or hotels, because 
she likes get more facts about the product such as the quality, recommendations or read 
comments. If there is an price offer she chose the cheapest price, otherwise she buys the 
product from the company's website 
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5.2.8 In-depth Interview 8 (consumer) 
Topic: Behaviour - paint  
•  She believes that having a good environment in her home is important. She believes in 
the “zen”-mode, where she can relax in her own home without any stress. Therefore she 
does some changes in her home, and redecorates whenever she needs new input in her 
home.  
•  She prefers to do the painting herself or with another friend, and looks at it as a stress 
relief. She has not used a professional yet, because she believes she does not need one.  
•  She is strict when it comes to colours. When she knows what kind of colour she wants, 
she prefers that the paint is exact to her preference.  
•  When we told her about Jotun’s mixture with colour, she was very positive, and said 
that it was important for her to find the right shade.  
•  Quality is also important for her, because she wants a long lasting paint, and that it is 
easy to apply on the walls 
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5.2.8 In-depth Interview 8 (consumer) 
Topic: Paint / online  
•  She has never bought paint online, but she is positive to the idea. Since she does not 
have a car, it would be positive to a home deliverance, especially when buying a high 
quantum.  
•  Since the respondent is so strict with colours, she is a bit at unease with finding the 
correct colour on the website. But, if she have had the opportunity to visit the store and 
find her preferences there, and then found the right one for her walls, she would rather 
order it online than going back to the store again.  
•  She is not clear if she wants to buy directly from the distributor or from a neutral one. 
Probably, she wants to search on the web for the paint, and then visiting a neutral 
distribution and compare the prices with the distributor. She says that a good website 
that is easy to orientate is very important for her.  
•  Laura is in general very positive to the idea of buying paint online, it is also important for 
her to get offers on the website  
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5.2.9 In-depth Interview 9 (competitor) 
•  The interview was with one of the biggest paint companies in the world  
•  As they are a direct competitor to Jotun they would not allow us to collect sensitive 
information or mention names, and we were only given general and wide answers about 
the industry itself.  
•  Our objective with the interview was to collect their thoughts about distribution of paint, as well 
as to collect more data about the industry in general.  
•  To successfully survive in today’s market, a paint supplier must have highly developed colour 
prescription systems and a good infrastructure for mixing paint  
•  A supplier solely based on pre-mixed painting would most likely not survive in the market 
as a wide range of colours is expected from the customers  
•  To get access to bigger distributors it must be invested heavily in marketing of a new 
brand.  
•  Regarding subcontractors there are a few with much power regarding pricing, also, some 
subcontractors supply unique raw materials which is difficult to replace without changing the 
product’  
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5.2.9 In-depth Interview 9 (competitor) 
•  Online distribution has been attempted by several paint suppliers in the past, but the 
traditional wholesale distribution proves to be the dominating distribution channel, and 
the efficiency is good  
•  Paint itself is a relatively low cost product to produce, because of this distribution 
and transportation costs makes the total cost high.  
•  Regardless of this our interviewee thinks more and more paint suppliers will join the 
online distribution channel in the future  
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5.2.10 In-depth Interview 10 (competitor) 
•  This company is not a direct competitor to Jotun as they do not operate in Spain, but we 
decided to interview them as they earlier distributed their products online. 
•  The interview was very brief. 
 
•  The company had an online store in Scandinavia from 2013 to 2014.  
•  They were the first distributor to open an online store for paint in Scandinavia 
•  They called the launch for a strategically long-term decision.  
•  In the beginning, they were very positive and even launched an App for the online store.  
•  The consumer could order paint online, and either pick up the products themselves from 
the store, or get it delivered to their door.  
•  In 2014 they closed the online distribution channel down because of technical issues. The 
company did not wish to comment further on these problems. 
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5.2.11 In-depth Interview 11 (professional) 
•  We interview a man who owns a company that specializes in Real Estate Development in 
the South of Spain -they buy houses, refurbish and sell or rent them out.  
•  Our objective with the interview was to get more information about a professional and 
the consumer behavior in the purchasing process of paint.  
 
Topic: Behaviour - online shopping  
•  About 20% of the items he buys for the development projects are bought online. He 
tends to use the same online store every time, and buys products like lamps, art, 
furniture, floors, décor, paint etc.  
•  When he enters a new online store he feels suspicious. He goes straight for the product 
and prefers to use one-brand store.  
•  He know a lot about the product before he search for it online, but information about the 
specifications of the product such as material, measures, maintenance are impo  
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5.2.11 In-depth Interview 11 (professional) 
Topic: Behaviour - paint  
•  Since he works with redecorate and refurbish houses, he paints approximately 8-10 
hours a month, and it is a complete renovation of the house.  
•  He thinks it is fun, and challenging to buy paint- if it is a new colour, and because of this 
he always need to see a real-life sample. Finding the right colour is crucial.  
•  When he buys paint they use the local store, or have the fabric ship the paint directly to 
them. Quality and “the perfect colour” are important, and he would therefore pay more 
for this.  
•  He looks for information about the colour number, quality, guarantee and delivery time. 
And the expectations about the paint is a quality finish look and that it lasts long.  
•  They do not use a specific brand of paint because it depends on the project- who has the 
best colour, delivery time etc.  
•  He prefers paint from Jotun and Farrow & Ball because of the quality, and because they 
are big international companies.  
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5.2.11 In-depth Interview 11 (professional) 
Topic: Paint / online  
•  He has bought paint online from Farrow & Ball, but he always needs to see a sample in 
real-life first, so this is not something he does frequently.  
•  There is not many companies selling paint online, but he think it is important that the 
company sends out tests and samples before finalizing payment.  
•  The concerns he has about buying paint online is that the colour is not perfect. White is 
not white, and black is not black- there are hundreds of different shades, and companies 
have dissimilar finish.  
•  He would not pay more for the paint online or to get it delivered to the house, because 
he thinks this should be part of the service.  
•  It does not matter for him where he buys the paint, a neutral distributer or from the 
company itself, as log as they have the right colour 
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5.2.12 In-depth Interview 12 (retailer 1) 
75 
•  The first retailer we interviewed was located in Sant Cugat  
•  Our objective with the interview was to get more information about consumer behaviour in the 
purchasing process of paint 
 
•  The retailer’s customers are mainly professionals, but also end-consumers 
•  Our interviewee quickly mentioned that Jotun was one of the most customer friendly brands in 
her store because of their unique showcase. 
•  The other brands only had colour charts which customers could chose colours from 
•  Customers tends to walk straight to the colour wall to get inspiration, but do not  
necessarily buy Jotun’s products 
•  With the showcase, customers tends to get more active in the decision making process 
than with the normal colour charts. 
•  The customers typically interested in trends are women in their 30 to 40’s 
•  Typical colour trends today are the classic eggshell and different shades of white and grey, 
a contrast wall with a brighter colour still is a hit among consumers and another new trend 
right now are wall stickers in different shapes and sizes.  
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5.2.12 In-depth Interview 12 (retailer 1) 
76 
•  Regarding the customers reaction to the possibility of differences between the colour charts and 
the final outcome our interviewee said that most customers normally did not care or notice if 
the colour differentiated one or two shades. 
•  To avoid confrontations and misunderstandings the retailer’s employees always explained 
to the customer that the colour might show off differently when painted 
•  They also had special lamps in the store so customers could see how different lights could 
affect the perception of the colour 
•  The retailer showed us the different painting tools that Jotun have collaboration with.  
•  The different tools are designed to maximize the paints quality 
•  Different tools were recommended to the different paints and different surfaces/materials 
being painted, these recommendations were noticeably shown in the tools-section and 
were easy understand  
•  At last, she told us about the new App that Jotun has launched, she believed this would be a 
good tool for the professionals.  
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5.2.13 In-depth Interview 13 (retailer 2) 
•  The second retailer we interview was a paint shop located in Gracia, Barcelona  
•  Our objective was to ask for customer behaviour and brand awareness.  
•  Did the consumer have any idea of what kind of brand they wanted to use?  
•  How did the retailer promote each brand?  
•  This interview was done in Spanish, none of the employees would or could speak English 
with us, some translation errors might have occurred because of this 
•  The retailer had mostly end-consumers visiting their shop. The customer would visit the 
shop twice; first finding the right colour and getting a sample, and then again for 
purchasing the paint.  
•  In this store, they would promote Jotun over any other brand.  
•  Jotun had the biggest priority in their shop, they had been working with Jotun for the last 
20 years, and was the biggest distributor of Jotun.  
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5.2.13 In-depth Interview 13 (retailer 2) 
•  Normally, the consumer would ask the retailers for advice, they would also recommend 
Jotun for their customers. Not only has the paint good quality, but the consumer can 
choose between approximately 200 000 colours. That is the main and most important 
thing that Jotun differentiate themselves with, says the Retailer.  
•  “They are number one in colours” he answers when we ask why they are so big.  
•  When asked about which brands who were the biggest competitors to Jotun, our 
interviewee answered “definitely Titan”, this counted for the whole of Spain. 
•  The last year, approximately 5000 litres of Jotun’s Majestic paint has been sold 
•  Normal consumers usually buy decorative paint, this is because consumers normally hire 
professionals to paint exterior and more difficult areas of the house. 
•  When we asked how he looked at an online distribution, he said that they could not start 
with it themselves. They would have needed a much bigger stock room, and today they 
did not have such space  
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5.2.14 In-depth Interview 14 (expert 1) 
•  Our first interview with an expert was with a professor in the Department of Operations, 
Innovation and Data Sciences at ESADE Business School  
•  Our objective with the interview was to learn more about the online industry as well as online 
trends 
 
•  The e-commerce industry in the world is in growth, this also accounts for Spain, more rapidly 
than regular commerce  
•  Consumers prefers to buy online through neutral platforms where they can compare prices and 
brands 
•  There are two types of consumers online; those who only search for products/services online 
but buys the product in store (reason; they want to feel and touch the product), and those who 
buys online to save time  
•  One of the most valuable attributes with online stores is that they are able to know the 
customer without them leaving information; they can see if the customer search for much 
information and looks at different products or search for one specific product at once, they can 
also use the data they collect about the customer to offer similar products 
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5.2.15 In-depth Interview 15 (expert 2) 
•  Our second interview with an expert is a man working in the paint industry, but not in a 
company selling paint. He worked with chemicals and controlling paint for many years, but he 
is now working with analysing the industry.  
•  Our aim with this interview was to understand the paint industry and different trends in the 
market.  
 
•  There are many companies in the market so they need to distinguish themselves from each 
other by for example offer an extensive spectrum of colours. They should not only have 
standard colours, but also mix different colours after the customer's wishes.  
•  When it comes to the question about e-commerce he mentions that online shopping is 
increasing every year, and that Spain is on top in Europe following this trend.  
•  Several companies have tried to sell paint online in the world, but most of them have not 
succeeded. He thinks that one of the reasons for this is mixing different colours and distribution 
is costly.  
•  Paint is relatively low-cost to produce, and this is why distribution and transport costs of total 
costs are high, which are factors that could make it difficult to sell paint online.  
•  He believes that the paint industry will have a positive growth in the e-commerce in the future 
because there is a market for selling paint online 
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5.3 Focus Groups 
By conducting focus groups we want to observe how the participants influence 
eachother and if opinions can change when they hear what others have to say. Also, in 
both focus groups we will at the end show them different “simulators” where they can 
change the colour of their own walls online to see if this tool can be of interest.  
 
We conducted two focus groups: 
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Focus Group 1 Focus Group 2 
7 females in their 30’s to 
50’s 
4 females and 4 males 
between 25 and 40 
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5.3.1 Focus Group 1 
•  Our first focus group was with 7 women in their 30’s to 50’s 
•  Our objective with the focus group was to collect data about consumers thoughts about 
decoration, paint and online shopping 
•  All participants owned the apartments they lived in 
 
Decoration 
•  When asked if they liked to redecorate their apartments;  
•  One participant did not find the time to redecorate because she was traveling a lot 
•  Another one told us that she had lived in her apartment for 28 years, when they 
moved in they redecorated the whole apartment, now they re-paint the walls and 
some furniture now and then, but do not buy new furniture 
•  The other participants liked to change things around from time to time, but only took 
on small projects like painting a contrast wall or paint old furniture 
•  All participants liked to renew old furniture by painting them, but did not paint heirlooms 
or “cheap” furniture 
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5.3.1 Focus Group 1 
•  One of the participants said she liked to keep her walls free from paintings and other 
decorations, but instead liked to “spice it up” with clean and colourfull contrast walls 
which she changed the colour of now and then 
•  3 of the other participants agreed with her, while the remaining 3 disagreed and said 
they liked to decorate their homes with paintings and pictures 
Paint 
•  When painting all participants looked for paint with quality, and also paint which is easy 
to paint with. They would all pay more for quality.  
•  When discussing this a common belief emerged; when you do it; do it right 
•  If the participants were going to paint the whole house, or more difficult areas like floors 
and roofs, they would hire professionals. But, if only one wall or furniture was going to 
be painted they would do it themselves 
•  With previous experiences with  professionals they did not recieve information about 
which brands were used, or if they could choose, they only knew the colour 
•  It is enough for all participants to get the sample of the colour on a  
small paper 
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5.3.1 Focus Group 1 
•  When asked about brands the only brand they knew of was TitanLux. Some of the 
participants said that they knew about this brand because the famous football player 
Johan Cruyff was in one of their commercials in 1974. None of the participants had heard 
about Jotun 
 
Online shopping 
•  All participants liked to buy online, and did it a lot 
•  All participants liked to search for products, information and prices on neutral pages like 
Amazon when deciding, but went to the own website of company distributing the product 
to buy the product 
•  When asked about the thought of buying paint online one participant immediately said 
that she would definitely buy paint online and was very pleased with the idea, but the 
majority of the participants had some concerns about the colours 
•  When we showed the group different online colour charts (applications online where you 
can upload pictures of your home to change the colours of your walls) they were very 
positive and said that this would be a very helpful tool when choosing the colour, but 
some would still like to see the colour in real life before deciding.   
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5.3.1 Focus Group 1 
•  If the online paint store could send samples/paper samples of the colour before the 
decision was taken this would solve the problem.  
•  Or, they were also positive about going to the store to get samples of colour and 
then buy the paint online instead of going back to the store 
•  They did not care about having many colour choices in the online store, but saw a 
problem if the colour they were looking for did not exist as an alternative 
85 
ESADE Business School 
     Bachelor Thesis 
5.3.2 Focus Group 2 
•  Our second focus group was with a group of people between 25 and 40 years old  
•  The group consisted of 4 males and 4 females  
•  Our objective with the focus group was to collect data about the consumers thoughts 
about decoration, paint and online shopping  
•  All participants owned the apartments they lived in  
 
Decoration  
•  Decoration is important for all participants, but mostly for women  
•  They all liked to decorate with flowers and artwork  
•  All participants redecorated their apartments at least 1 time each year  
•  Mostly by reshuffling the furniture and change of curtains and artwork  
•  Repainting was not done often, but 2 participants liked to change the colour of their 
contrast walls now and then 
•  The males emphasized that their wives/girlfriends was the ones who initiated the idea to 
redecorate  
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5.3.2 Focus Group 2 
Paint  
•  All participants agrees that they paint when necessary, this means when it looks unclean 
or the colour begins to fade  
•  The most important factor when buying paint is high quality, and all participants will 
therefore pay more for this.  
•  Layers of paint, and the possibility of washing the walls are also mentioned as 
factors 
•  It was complete agreement that the colour was important but if the shade differenced a 
little it didn’t matter 
•  They were all aware that colour would look different on different materials and in 
different light  
•  All participants used professionals when painting difficult areas like the roof, the floor or 
the whole exterior of the house, but did not mind to take the “easy” work by themselves.  
•  When asked which painting brands they knew of, TitanLux, Bruguer, AkzoNobel and 
Jotun were mentioned. 
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5.3.2 Focus Group 2 
Online shopping  
•  All the participants agree that they are worried about receiving a different colour than 
expected, but only one of the participants would not buy paint only at all because she 
never purchase products online .  
•  Factors like knowing the name of the colour, be able to upload pictures of the home to 
the website to try different colours, getting discounts, paying the same price and 
receiving samples of paint in the mail is important for all of them.  
•   Two of them mention that buying online is something they would do if they were 
planning a redecorating, not if it would be done spontaneously.  
•  All the participants liked the draft of the Norwegian website  
•  They would like to have the opportunity to buy a package that includes painter, paint and 
cleaning purchased through the website.  
•  The females mention that they often need information about the paint, so if they start 
buying online they need to be able to contact an expert through phone or a direct chat.  
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5.4 Observations 
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To collect information about consumer’s 
buying behaviour, we decided to conduct 
naturalistic observations.  
 
We visited 3 different places; 
1.  IKEA: We decided to conduct an 
observation at IKEA even though 
they do not sell paint. We did this as 
they have somewhat the same 
showcases as Jotun for many of their 
products, and we were interested to 
see how consumers used the 
showcases when shopping 
2.  Leroy Merlin:  Leroy Merlin is a 
retailer specialized in gardening and 
home decoration products. They lead 
a wide range of painting brands, as 
Bruguer and TitanLux, but not Jotun. 
3.  Cadena Els Tigres: Cadena Els Tigres 
a chain store with 7 outlets. They 
lead brands like Bruguer, Jotun, 
Pincusa nad TitanLux.  
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5.4.1 Observation 1 - IKEA 
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Through our observation at IKEA we observed 30 people while they used/looked at 
different showcases, such as the one shown on the following page 
§  19 of the 30 customers were young (+/- 30 years old), and 11 of them were 
older (50+) 
§  All customers came in couples or as families 
§  Older customers used more time on discussing colour/design but did not touch 
the different finishes, while the younger customers seemed more interested in 
touching and feeling the different finishes 
§  The displays was more visited when other customers were looking at them or 
standing nearby 
§  No employees was visibly nearby, or looked free to help 
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5.4.1 Observation 1 - IKEA 
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5.4.2 Observation 2 – Leroy Merlin 
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Leroy Merlin show all their painting products in a similar way as Jotun showcase theirs, 
regardless of brand 
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5.4.2 Observation 2 – Leroy Merlin 
93 
Through our observation at Leroy Merlin we observed 35 people in the paint section, 
and this is what we found: 
§  Almost all customers were young, and came in couples or small groups (3-4) 
§  There was no difference in the behaviour of younger and older people, or of 
singles and couples/groups 
§  It seemed like most customers payed more attention to the colour and finish 
than to the specific brand 
§  There was no sign of employees to help during our observation 
§  No customers ended up buying paint during our observation 
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5.4.3 Observation 3 – Els Tigres 
Through our observation at Els Tigres we observed 31 customers in the store. 
 
•  The majority of the customers were in their 30-40’s 
•  Most of them came alone, but some came in couples 
•  Almost all customers bought something in the store 
•  All employees were very helpful, and shared their knowledge and recommendations. 
•  The employees were very service oriented, and it seems that all the customers got 
the answers they were looking for. (We had some language problems when the 
customers spoke catalan)  
•  The shop seems to be specialized in Jotun, as it is the first brand you see when you enter 
the store and their products takes up most of the shelf space inside.  
•  There are two separate walls with two different colourwalls/showcases from Jotun). 
•  When it comes to Jotun’s competitors, their products were hidden in the back of the 
shop.  
•  The selection was broad, and they had a lot of different products from Jotun. 
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5.4.3 Observation 3 – Els Tigres 
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5.5 Summary Primary Sources 
Below is a short summary of what we have learned through our interviews, focus groups and 
observations. 
 
•  Through our in-depth interviews with consumers most of our interviewees were quite 
negative towards buying paint online. Their main concerns were delivery time, higher 
prices, insufficient amount of information and most importantly; difference in colour and 
shade of the paint.  
•  By interviewing competitors we got information about their thoughts about e-commerce 
and the industry in general. One of the competitors had also tried to distribute paint 
online before, but had to shut it down because of technical difficulties.  
•  By interviewing retailers we learned that Jotun’s showcase attracts customers, and that 
their wall is used even if the customer wants paint from other brands. We also learned 
that customers usually do not notice or care about minor colour and shade differences, 
but even so, it was a good move to inform the customer about the possibility.  
•  Through our interview with the professional we learned that quality and colour is the 
most important attribute, and he would prefer to test the paint before deciding. 
According to him all brands in the paint industry had different perceptions on colours; 
white is not always white.  
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5.5 Summary Primary Sources 
•  The in-depth interview with our expert on the online market told us that e-commerce is 
growing, and it is growing even faster than regular commerce. Also, one of the best 
attributes about having an online distribution system is that you get to know your 
customers on a different level 
•  Through our interview with an expert on the paint industry we learned that many actors 
in the industry have tried distribution online, but no one have succeeded yet. Even so, 
online distribution of paint is likely to increase in the future. 
•  The focus groups showed us that even though the consumers were negative or sceptical 
to buying paint online, they got positive about the idea when discussing different 
possibilities and advantages about it, and when we showed them different solutions that 
already exists (applications/simulators online where it is possible to upload pictures of 
hour house and change the colour of the walls).  
•  Through our observations we learned that when looking at paint the customers tended to 
come in pairs or in small groups. The possibility to touch and feel the different textures 
of the paint (and other products) seemed to be interesting and important, but on the 
other hand; the brand did not seem to matter.  
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5.6 Conclusion Primary Sources 
As mentioned on the previous pages in the summary of our primary sources, most of 
the consumers we interviewed were critical about buying paint online, but even so, all 
consumers bought something online. Also, through the focus groups we saw that the 
consumers quickly changed their mind when hearing others opinions and thoughts, or 
when we showed them different possibilities and solutions. 
 
Our expert on the online market told us that the e-commerce is growing, and today it 
is possible to buy almost everything you need online. Our expert on the paint industry 
verified that online distribution of paint would become applicable in the near future. 
 
On the basis of this we conclude that consumers are ready for an online distribution 
channel of paint, and all factors points to this direction. 
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6.0 Global Conclusion 
Yes, there is potential in the Spanish market for Jotun to distribute their products 
online. 
 
However, some factors must be taken into account: 
•  It will take time and effort to implement the consumers and adapt them into the 
new channel. 
•  The price cannot be higher online than in store 
•  Discounts and special offers is desired from customers 
•  There must be free home delivery 
•  Some kind of colour guarantee should be given, as well as colour samples before 
the customer needs to decide  
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Part 2: Strategic 
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7.0 Mission 
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We supply paints and coatings that have been specially developed 
for unique conditions. The world of Jotun is diverse, but we have one 
common agenda: 
Jotun Protects Property 
This mission statement is good as it is, the only adjustment we would like to 
recommend to do, is to include target customer group. 
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7.1 Values 
Jotun have four values; loyalty, care, respect and boldness, these values are called the Penguin 
Spirit. 
•  Loyalty: Loyalty stands for reliability and trustworthiness, long term relationships with 
customers and colleagues as well as commitment to the firms strategies, values, policies and 
decisions 
•  Care: Care stands for help and support, trust, empathy, appraise and protection of the internal 
and external environment 
•  Respect:  Respect stand for respect of differences, culture and gender, honesty and fairness, 
and to follow laws and regulations. 
•  Boldness: Boldness means to take initiative to create the future, to initiate and nurture 
change, to communicate openly, honestly and with integrity, to be proactive and to  address 
difficulties constructively  
In addition to these values, Jotun have four other fundamental values;  
Health and Safety for people, Care for the Environment, and Quality in our products and 
services. 
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7.2 Corporate Objectives 
Jotun’s overall strategic direction has three main elements; 
•  Organic growth; Develop new and existing markets 
•  Four segments; Decorative paints, Protective Coatings, Marine Coatings and 
Powder Coatings 
•  Differentiated approach; Global view with a regional and local focus 
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8.0 Risk-Profitability Binomial 
We define the risk-profitability as MEDIUM 
 
•  The industry is risky to enter, because it needs a lot of investments to compete with the 
biggest actors. There exists small companies, but these do not obtain a significnt amount 
of market share. 
•  Forecasts for the following 4 years shows a small but positive growth in the Spanish 
paint industry. 
•  There are a lot of different competitors in the Spanish market, but the industry has 
showed to be very traditional with small changes. For Jotun, they do not have the 
biggest market share in Spain, but their mother company is one of the world's biggest 
brands in the painting industry. This gives Jotun Iberica a great deal of support.  
•  Jotun provides several products, which implies that they distribute their risk on several 
products, therefore low risk.  
•  Being the first company to succeed in opening an online-sales marketplace boost their 
risk willingness.  
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9.0 Frame of Reference 
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What 
Who How 
Decoration 
Protection 
Entertainment 
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9.1 Frame of Reference 
Even though we can find many substitutes satisfying our chosen needs, we decided to 
narrow them down on the previous page to concur with our project. Examples of other 
substitutes are: 
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Decoration 
Flowers/plants 
Art 
Furniture 
 
Protection 
Terpauline 
Plastic 
Isolation 
 
Entertainment 
Hiking 
Movies 
Games 
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10.0 Macro Segments 
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Nr Who What How 
1 Individuals Decoration Paint 
2 Individuals Protection Paint 
In our macro segmentation we have chosen to keep ”individuals” for the ”who”, ”paint” for the ”how” and 
”decoration” and ”protection” as our ”whats”. We have done this on the basis of our problem definition, 
limitations and research. 
 
We choose to abstain from ”entertainment” as a need because this is not a wide enough segment to use 
in the macro-analysis. The two most important needs are Decoration and Protection. 
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11.0 Solution Life Cycle 
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Maturity Decline 
Based on the two macro segments we have chosen, Decoration and Protection, we have decided 
to make two Solution Life Cycle’s. We have placed both Decoration and Protection in the shake out 
phase, we will explain why in the following pages. 
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11.1 Solution Life Cycle 
Decoration 
We have placed the macro segment “decoration” in the shake out phase. This is because, as we have 
seen through our secondary research, the decoration segment in the industry has a present but small 
increase. Predictions says that this segment will stagnate. On the other hand, Spain shows a small 
increase in BNP, thereby more money to spend on decoration.  
 
We can see that the industry is becoming more concentrated, this is because of the number of 
competitors; there are hundreds of small competitors throughout Spain, but only a few big ones with high 
influence on the market.  
 
Also, through our primary research we have learned that “decoration”, as in redecoration and refurbishing, 
is important for many consumers, but is only done when the consumer finds it necessary or wants change.  
 
We need to consider the following when inventing the marketing mix for this segment: strengthen 
distribution, create brand image through communication and focus in perceptual dimensions by improving 
the solution.   
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11.2 Solution Life Cycle 
Protection 
We have also evaluated the macro segment “protection” to be in the shake out phase. This is because, 
as mentioned in the Solution Life Cycle of the macro segment “decoration”, we can see that the industry 
is becoming more concentrated, this is because of the number of competitors; there are hundreds of 
small competitors throughout Spain, but only a few big ones with high influence on the market.  
 
With protection we include both exterior and interior paint. Protection in exterior paint means that the 
paint can withstand weather and aging. On the other hand, protection in interior paint means a good 
indoor environment and atmosphere, as well as paint which is more allergy and health friendly. 
 
Even though exterior paint and paints for other materials decreased in 2015, we can see that interior and 
decoration paint is increasing in sales. Also, through our primary research we have found that there is a 
demand for higher quality paint.  
 
We need to consider the following when inventing the marketing mix for this segment: strengthen 
distribution, create brand image through communication and focus in perceptual dimensions by 
improving the solution.  
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12.0 Strategic SWOT 
Fact Opportunities Threats Strenghts  Weaknessess To do 
There are 
hundreds of 
small 
competitors 
in the paint 
industry, the 
big 
companies 
only hold a 
small market 
share 
Small 
competitors do 
not have 
enough 
resources to 
invest in 
marketing and 
R&D for the 
future, makes it 
easier for bigger 
competitors to 
triumph in this 
area 
Small 
competitors are 
more accessible 
in local areas, 
and often sell 
their products 
at lower prices 
Jotun has a 
strong R&D 
department 
today 
 
Jotun is a global 
company and 
therefore has a 
lot of resources 
and know-how 
Low brand 
awareness 
lowers their 
position 
 
There are many 
competitors in 
the industry 
 
Low brand 
loyalty 
throughout the 
industry  
 
Increase brand 
awareness by 
marketing 
themselves on 
different social 
media such as 
on facebook and 
their blog 
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12.0 Strategic SWOT 
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Fact Opportunities Threats  Strength Weakness  To do 
The biggest 
competitors 
are few but 
strong.   
Most 
competitors are 
operating in the 
same, 
traditional way; 
there is a 
possibility to 
stand out by 
offering new 
products or 
services 
Bigger 
companies are 
more willing to 
take risks 
Jotun is a global 
company and 
therefore has a 
lot of resources 
to invest in 
marketing, 
innovation and 
development 
Jotun has a low 
brand 
awareness 
among Spanish 
customers 
which can cause 
customers to 
choose other 
brands 
Jotun should 
invest in 
marketing to 
increase brand 
awareness 
 
They should 
also offer 
different 
products and 
services than 
their 
competitors 
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12.0 Strategic SWOT 
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Fact Opportunities Threats Strength Weakness To do 
No company 
in the paint 
industry 
have their 
own online 
distribution 
channel, 
even though 
Spain shows 
a remarkable 
increase in 
online sales  
Being the first 
online 
distributor can 
differentiate the 
company from 
other brands 
The paint 
industry shows 
to be very 
traditional when 
it comes to 
distribution  
Jotun as a 
global company 
already have 
the technology 
and resources 
to improve their 
distribution and 
promotion 
channels 
Jotun is not a 
strong brand 
name in Spain, 
which can 
weaken the 
success of new 
distribution 
channels 
Increase brand 
awareness 
(advertising on 
social media 
etc.) to improve 
their chances of 
success 
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Fact Opportunities Threat Strenght Weakness To do 
The Spanish 
economy 
registered a 
quarterly 
growth of 
0.8% in the 
fourth 
quarter of 
2015 
Growth in the 
Spanish 
economy means 
that the 
purchasing 
power is 
increasing 
among 
consumers 
The Spanish 
economy is still 
not healed 
completely 
which can 
decrease 
demand and 
have a negative 
impact for the 
paint industry  
 
Jotun had a net 
value increase 
of 23% 
worldwide in 
2015, even 
though other 
companies still 
struggled with 
the after waves 
of the economic 
crisis.  
 
Even though 
Jotun improved 
worldwide, it 
does not mean 
that Jotun 
Iberica 
improved so 
much. Spain 
was one of the 
countries who 
struggled most 
under the 
economic crisis.  
 
Through our 
research we 
have found that 
one of the 
reasons Spanish 
people shop 
online is to get 
discounts. By 
distributing 
their products 
online Jotun can 
offer discounts 
that does not 
exists in 
traditional 
commerce  
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12.0 Strategic SWOT 
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Fact Opportunity Threat Strengt Weakness To do 
Only 56% of 
people aged 
15 to 64 in 
Spain have 
a paid job  
As previously 
mentioned the 
economy is 
stabilizing which 
means more 
people will have 
paid jobs, and 
thereby more 
money to use 
on not-vital 
products and 
services 
There is still a 
high 
unemployment 
rate in Spain, 
which can 
weaken the 
willingness to 
pay for not-vital 
products and 
services (e.g. 
paint and other 
refurbishing 
products/
services) 
Jotun provides 
products on 
several price 
levels, which 
makes them 
more accessible 
for different 
consumers 
Many of Jotun’s 
competitors 
offer products 
on both lower 
and higher price 
levels 
Jotun should 
promote 
attributes in the 
paint, like long 
durability and 
quality (you do 
not have to 
paint every 
year, this will in 
the long run 
give a lower 
cost)  
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Fact Opportunity Threat Strengt Weakness To do 
Approximately 
27,5 millions 
of Spain’s 47 
million 
inhabitants 
use internet 
Online 
advertising  
(e.g. on 
Facebook, 
where you can 
find 18,4 
million Spanish 
members) can 
reach more 
than 50% of 
the population 
There is a lot of 
distractions 
online, which 
can make 
advertisements 
on this platform 
disappear in the 
crowd 
Jotun already 
has a well 
developed 
website as well 
as presence on 
Social Media 
(facebook and 
their own blog)  
When the 
consumer asks 
questions on 
the site, they 
do not get 
specific answers 
Strengthen 
their presence 
on social media 
even further to 
increase brand 
awareness 
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Fact Opportunity Threat Strength Weakness To do 
Through our 
primary 
research we 
found that 
around 50% 
of the 
consumers 
we 
interviewed 
preferred to 
hire 
professionals 
to paint 
Collaborations 
with 
professionals to 
make sure the 
brand is their 
brand of 
preference 
 
The DIY market 
is increasing 
The professional 
can choose their 
brand of 
preference 
 
Many brands to 
choose from 
Jotun’s products 
are globally 
known for their 
quality, and 
have a portfolio 
of big and 
famous building 
to refer to (the 
Eiffel Tower, 
Burj Khalifa 
etc).  
 
  
Jotun do not 
have high brand 
awareness in 
Spain in general 
Enter into 
collaborations 
with 
professionals, 
give 
collaborators 
discounts and 
offers 
 
Promote the 
quality of the 
paint, as well as 
how easy it is to 
use for those 
with little 
experience 
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Fact Opportunity Threat Strenght Weakness To do 
The brand 
loyalty 
between 
consumers 
is low in the 
Spanish 
paint 
industry 
Easier to 
convince the 
consumer to 
choose a 
specific brand, 
as there is low 
switching costs 
for the 
consumer  
 
 
Weak brand 
awareness 
among 
consumers 
Jotun possess 
the resources 
necessary to 
differentiate 
their products 
and services 
from other 
brands 
Jotun can 
encounter 
problems as 
they are not a 
known brand in 
Spain 
Strengthen 
Jotun’s brand 
name in 
general, e.g. 
continue their 
collaboration 
with IKEA 
Family, and 
invest in 
marketing 
campaigns 
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Fact Opportunity Threat Strength Weakness To do 
There is an 
increase on 
ecological 
and 
environmen-
tally friendly 
focus in 
Spain 
The majority of 
Spain’s 
population 
claims they 
would pay more 
for ecological 
and 
environmentally 
friendly 
products 
Many actors in 
the paint 
industry offer 
ecological and 
environmentally 
friendly 
products 
Jotun already 
have long 
experience with 
this trend, and 
already 
distribute 
products which 
has been 
marked as eco-
friendly 
Jotun needs to 
set higher and 
stricter 
requirements to 
their suppliers 
Continue to use 
their online 
platform to 
promote their 
eco-friendly 
paint, and also 
innovate to stay 
ahead of the 
competitors.  
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13.0 Strategic Problem Definition (SPD)  
MS1 Key Success Factors  Needed distinctive competences  
Is this a 
distinctive 
competence for 
our company?  
Who: 
Individuals 
What: 
Decoration 
How:  
Paint  
 
1.  Environmentally 
friendly products  
2.  Accessibility 
3.  Wide spectre of 
colours  
4.  Communication 
1.  Follow the EC's rules, achieving 
certificates and perform testing.  
2.  Having several retailers and other 
distribution channels selling the 
product, as well as a functioning 
customer service department 
3.  Being updated on trends and possess 
technology and other resources to 
give the customer flexibility when it 
comes to colour choice 
4.  Well functioning customer service, as 
well as good communication through 
social media and advertising 
1.  Yes  
2.  Yes, partly  
3.  Yes  
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13.0 Strategic Problem Definition (SPD)  
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MS2 Key Success Factors  Needed distinctive competences  
Is this a distinctive 
competence for our 
company?  
Who:Individuals 
What: Protection 
How: Paint  
 
1.  High quality; long-
lasting paint and 
good coverage 
paint 
2.  Allergy and 
environmentally 
friendly products 
1.  Possess the right kind of 
knowledge in the R&D 
department to develop 
long-lasting and good 
coverage paint 
2.  Products with “softer” 
chemicals 
1.  Yes  
2.  Yes  
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13.1 SPD Macro Segment 1: Decoration 
1.   Environmentally friendly products 
The products need to follow laws given by the EU, and be certified as environmentally 
friendly. In recent surveys about environmental change in Spain, 85% of the 
respondents reported that protecting the environment is important. Aenor Medio 
Ambiente - the Spanish eco-mark that shows products that have more environmental 
friendly attributes and lower VOC contents. This means that Jotun have to require strict 
demands from their suppliers.  
2.   Accessibility 
This KFS is important for all the companies in the industry, and it has shown that not all 
brands are as accessible as they should be. Many of the largest brands do not distribute 
their products in multi brand-stores such as Leroy Merlin (which is very popular in the 
Catalonia area) and rather distribute their brand through smaller and more specialized 
paint stores. Through social media we can see that the customer has asked for a brand 
on their facebook-page, but did not buy it because they allegedly had to travel a far 
distance to get the brand. This is a KFS that can work negatively on the brand if it is not 
accessible where the customer is. 
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13.1 SPD Macro Segment 1: Decoration 
3.   Wide spectre of colours 
Jotun have more than 100.000 different colours to choose between. Since there is so 
many competitors in the industry is it important to differentiate from them, and this is 
what Jotun do by offering such a wide range of colours. From the interview with one of 
the competitors we found that to successfully survive in today’s market, a paint supplier 
must have highly developed colour prescription systems and a good infrastructure for 
mixing paint. A supplier solely based on pre-mixed painting would most likely not survive 
in the market as a wide range of colours is expected from the customers. 
4.   Communication  
Jotun have a good communication strategy with its consumers. The marketing 
department is good at communicating inspiration and solutions on social media, through 
brochures and blogs. Their Facebook-page is well defined with fitting products for its 
consumers, and links to their inspirational blog. Jotun speaks to their consumers through 
inspiration, and it is an important KFS for their marketing department. 
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13.2 SPD Macro Segment 2: Protection 
1.   High quality; Long-lasting and good coverage paint 
The paint should be long-lasting as this is important for the consumer. It is a form of quality 
mark. Also, painting/refurbishing is preferred to do each 3 or 5 years. Because of this, long-
lasting paint is one attribute that the consumer looks for when choosing a brand. It is also 
important for the consumers that the colour has a high quality, and we found in the interviews 
with the end consumers that the majority would pay more for this. An important factor for 
them is few layers of paint/good coverage and the possibility of washing the walls. If the paint 
do not qualify to this or if the paint fades of flake off after a short time this could damage 
Jotun's image.  
2.   Allergy friendly products  
Products with “softer” chemicals to accommodate families or individuals with asthma or other 
allergies. The products should protect from evaporation and odours when painting to ensure 
the customer that their health is safe when painting as well as post-painting. 
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13.3 Analysis of Competitive Forces  
•  Treat of New Entry: low  
•  Buyer Power: high  
•  Supplier Power: high  
•  Treat of Substitutes: low  
•  Competitive Rivalry: high  
 
The competitiveness of the industry is set as Medium-High. If we also include the risk- binomial 
profitability, which is an analysis of the risk and the profitability in the company, it is set at 
Medium. In an industry rivalry which is set as medium-high and a risk-profitability binomial set as 
medium, it can be hard to do good business. But, since Jotun is one of the biggest players on the 
market already and the smaller companies and the potential entrants is a low threat, there is an 
attractiveness for the biggest brands. Jotun Iberica has a strong mother company, which can 
support them with resources, economically and know-how. We have concluded that the analysis of 
competitive forces is MEDIUM. 
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14.0 Micro Segmentation 
Micro segmentation is the process of dividing the macro segments into more detailed 
and specific groups. The consumers in the micro segments have homogenous 
characteristics; their wants and needs are similar. This is done to identify the needs 
and criteria's within each micro segment, and will make it easier to target consumers.  
 
As we have two macro segments, we have chosen to do two micro segmentations with 
different variables 
 
Variables used: 
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MS 1: Decoration MS 2: Protection 
Lifestyle Family Life Cycle 
Willingness to Pay Willingness to Pay 
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14.1 Explanation of chosen variables 
Decoration  
•  Lifestyle: We chose to use the variable “lifestyle” based on our primary research; 
we found that the individuals varied in their opinions and thoughts due to their 
lifestyle.  
•  Willingness to pay: This variable is also based on our primary research; individuals 
tend to prioritise how to spend money and that this has a connection with lifestyle.  
 
Protection  
•  Family Life Cycle: We chose to use the variable “family life cycle” for this segment; 
where you are in life and what situation you find yourself in, reflects on what you 
do, your opinions and your decisions.  
•  Willingness to pay: This variable is also based on our primary research; individuals 
tend to priorities how to spend money and that this has a connection with family 
life cycle . 
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14.2 Micro Segmentation: Decoration 
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Lifestyle 
DIY Shopper Shabby Chic 
W
ill
in
g
n
es
s 
to
 p
ay
 
H
ig
h
 
Creative People 
•  Likes to “do it themselves”, 
even if the outcome is more 
expensive than a similar store-
bought product 
Image oriented  
•  Quality and brand is 
important 
•  Buys products which shows 
status 
Trend followers 
•  They change their interior 
often to follow trends.  
•  They are updated on trends 
and get easily influenced by 
social media. 
M
ed
iu
m
 Solution oriented 
•  They can find possibilities in 
new and old products, but 
chooses to improve some 
products and others not. 
Priorities  
•  Willing to pay, but often 
prioritise other things. 
•  They can mix between 
cheaper and more expensive 
products 
Compromisers  
•  Conscious about trends, but 
willing to compromise 
•  They will choose higher 
quality on products they 
perceive as important 
Lo
w
 
Price conscious 
•  Passion for DIY but only now 
and then 
•  They plan projects after what 
they can afford 
•  They can use more money on 
important projects 
Careless/standardized 
•  Quality and brand is not 
important 
•  Tends to buy cheaper products 
with average quality 
Budget friendly 
•  Not willing to pay much 
•  Tends to buy cheaper 
alternatives which are more 
friendly to their budget 
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14.2.1 Micro Segmentation: Decoration 
Creative people  
•  They get easily bored and like to stay active. Creative people see solutions and 
opportunity in everything, and like to see changes.  
•  This segment likes colours, “do it themselves” and fall in love with their own work- even 
if it could take some time.  
•  You can find creative people in any age, and it is often a part of their genius.  
 
Image oriented  
•  This segment find status important and like to follow trends, and use more money than 
normal to do this. They consists of persons with high income, or priorities to show off.  
•  They will pay more for high quality and brands, like refurbishing and redecorating their 
home.  
•  They feel that by using higher quality brands, this is an investment and not a cost. Also, 
it gives them a sensation of luxury in their own home. They pay attention to details.  
•  Their priorities are high quality brand.  
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14.2.1 Micro Segmentation: Decoration 
Trend followers  
•  This segment consist of “shabby chic” and “high willingness to pay”  
•  They follow trends that are in the market, and they can easily start redecorating if they 
feel the need or are influenced by a new trend.  
•  It is important for them to live in a home environment that is welcoming and friendly, 
and they often wants to show off their new attributes of their home. Either on social 
media or by inviting friends over.  
•  Their priorities are trends, and not only products 
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These three micro segments are the micro segments we find most interesting and 
important. It is important to notice that the micro segment “Trend Followers” is the 
only micro segment from the macro segment “decoration” we have chosen to take 
further in the strategic part.  
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14.3 Micro Segmentation: Protection 
Family Life Cycle 
Singles Young couples Full nest Empty nest 
W
ill
in
g
n
es
s 
to
 p
ay
 
H
ig
h
 
Allergy sufferers 
•  Willing to pay more 
because of their health 
situation 
•  Do not have many 
alternatives 
Pregnant Couples 
•  Long lasting and high 
quality paint is 
important 
•  Willing to pay more for 
harmelss products 
Working parents 
•  No time for 
refurbishing, choose 
what is “best” 
•  Are willing to pay 
more for what others 
think is best 
Quality conscious 
•  Appreciates quality 
and good coverage 
•  Paint and other 
products are looked at 
as investments 
M
ed
iu
m
 
Friend of nature 
•  Choose products which 
are environmentally 
friendly  
•  Will pay more to 
protect people and 
environment 
Trendsetters 
•  Care about protecting 
themselves and those 
around 
•  Easily influence others 
on what brands to 
choose 
Caring parents 
•  Good quality and 
allergy friendly 
products are important 
•  Will do whatever is 
necessary to protect 
their kids 
Externally influenced 
•  Seek advise from 
external sources 
•  Willing to pay more if 
they feel it is worth it 
Lo
w
 
Price conscious 
•  Prioritizes other things 
because of their life 
situation 
•   Cheaper brands 
Compromisers  
•  They thoroughly seek 
information 
•  They compromise on 
brands and quality 
Family Chaos  
•  Refurbishing is not a 
priority 
•  Not willing to pay more 
for quality 
Priority  
•  Prioritize what they 
see as important 
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14.2.1 Micro Segmentation: Protection 
Trendsetters  
•  This segment consists of “young couples”; couples without children, or couples who are 
expecting  
•  They care about protecting themselves, but also have a external perception. They easily 
influence other people and friends to choose the brands they have.  
•  They are often intrigued by new products, and new ways of decorating. They want to innovate 
their home, and follow the seasons.  
•  Often these trendsetters have a good income, and they only have to provide for themselves. 
Therefore they use more on home decorating to make an environment where they can thrive.  
 
Working parents  
•  This segment consists of workaholic parents of “full nests”, where the children’s ages range 
from infants to teenagers  
•  The parents do not have time to refurbish often, and appreciates paint with high quality and 
long durability, which they will pay more for  
•  Also, they listen to recommendations from “experts” so they do not have to research 
themselves  
•  Common rule: when you do it; do it right  
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14.2.1 Micro Segmentation: Protection 
Caring parents  
•  This segment consists of parents of “full nests” who will do whatever is necessary to 
protect their children and themselves 
•  They will pay more for paint with softer chemicals and good quality 
•  They do a lot of research for the right kind of product, and need a lot of information  
 
Quality conscious  
•  This segment consists of “empty nests”; families where the children have moved.  
•  They have more money to spend, and are willing to pay more for good quality and high 
coverage.  
•  They perceive good quality as an invesment 
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These four micro segments are the micro segments we find most interesting and 
important under the macro segment “protection”. It is important to notice that the 
micro segment “Trend Setter” and “Working Parents” is the only micro segments we 
have chosen to take further in the strategic part.  
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15.0 Development strategy 
Differentiation  
“ The objective here is to give distinctive qualities to the product which are 
significant to the buyer and which create something that is perceived as being 
unique.... Successful differentiation enables the firm to realise higher profits than 
its rivals because of the higher price the market is willing to accept and despise the 
fact that costs are generally higher.”  
Market-driven management, Jean-Jaques Lambin  
 
Overall cost leadership  
“This strategy implies close scrutiny of overhead costs, of productivity investments 
intended to enhance the value of experience effects and of product design costs, 
and on cost minimisation in service, selling, advertising and so on. Low cost 
relative to competitors is the major preoccupation of the entire strategy.”  
Market-driven management, Jean-Jaques Lambin 
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15.1 Choice of Development Strategy 
We have chosen differentiation as our strategy because  
•  Cost leadership is not an alternative 
•  The differentiation strategy focus on qualities in the product which are important to the customer  
•  The product should be perceived as unique compared to competitors 
•  Jotun is the 9th biggest decorative paint supplier in Spain, and one of the biggest world wide. Their 
high position in the market can help them gain brand awareness easier. 
•  There are a lot of substitutes to paint, because of this Jotun have to differentiate themselves  
•  All our KSF’s lead us to the differentiation strategy; environmentally friendly products, accessibility, 
wide spectre of colours, good quality and good coverage. If these factors are successfully 
implemented it can differentiate Jotun from their competitors  
•  Good quality and a wide spectre of colours are Jotuns biggest attributes. Through our primary 
research we have found that these attributes are what customers look for when buying paint.  
•  Advantages like quality, innovation and technology are advantages Jotun already competes with but 
should improve.  
•  Brand awareness, image and place are advantages they do not possess in Spain at this point, these 
advantages should be implemented and improved.  
•  Jotun can for example differentiate themselves by offering different services than their competitors, 
this can be done by introducing new and different distribution channels; like online distribution 
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16.0 Growth Strategy 
Penetration strategy  
•  Focus on increasing sales with existing products to an already existing market. We choose this 
strategy because Jotun is not focusing on new products or on new markets. Their focus is to 
increase market share in their existing markets.  
 
Product development strategy  
•  Aims at increasing sales in current markets through new products. For now, we are not 
focusing on creating new products.  
 
Market development strategy  
•  Aims at introducing the current product into a new market. This can also be a suitable strategy 
for Jotun, but since they are not focusing on new markets, this will not be an option.  
 
Diversification strategy  
•  Is an attempt to move into new markets with new products. This is not necessary for Jotun at 
the moment 
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16.1 Choice of Growth Strategy  
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Existing Products New Products 
Existing Markets Market Penetration Product Development 
New Markets Market Development Diversification 
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16.2 Market Development Strategy 
Market Share Increase Strategy  
•  Improved product or service offering. Improving the service can be done in many ways, 
for example by offering new distribution channels, or by delivering the paint to their door 
if it is a high quantum, the customer will appreciate the service and also recommend 
Jotun further to their friends and families. Also, Jotun has a high knowledge of paint, 
which is a good service for those who lack information.  
•  Significant reinforcement of the distribution and service network. Jotun’s big question at 
the moment is to open up for online sales or not. By reinforce the distribution channel 
and service, Jotun can attract new and more users. The customer will also get a better 
service, since the paint will be delivered to their door.  
•  Major promotional efforts is one of the things Jotun has to do in the future. Since the 
brand awareness is so small in Spain, it is easy to get people’s attention. They can easily 
get the upper hand over their competitors by promoting the Jotun brand.  
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17.0 Competitive Attitude Strategy 
Leader  
In a product market, the market leader is the firm that holds a dominant position and is 
acknowledged as such by its rivals. The leader is often an orientation point for competitors, a 
reference that rival firms try to attack, to imitate or to avoid. A market leader can envisage 
different strategies.  
Challenger  
A firm that does not dominate a product market can choose either to attack the market leader and 
be its challenger, or to become a follower by falling into line with the leader’s decisions. Market 
challenger strategies are therefore aggressive strategies with a declared objective of taking over 
the leader’s position. We found “challenger” as the most suitable competitive attitude for Jotun 
Follower  
A follower is a competitor with modest market share who adopts an adaptive behaviour by falling 
into line with competitors’ decisions. Instead of attacking the leader, these firms pursue a policy of 
“peaceful coexistence” by adopting the same attitude as the market leader.  
Niche  
A nicher is interested in one or few market segments, but not in the whole market. The objective is 
to be a large fish in a small pond rather than being a small fish in a big pond. The competitive 
strategy is focus. The key to a focus strategy is specialisation in one niche 
139 
ESADE Business School 
     Bachelor Thesis 
17.1 Choice of Competitive Attitude Strategy 
Leader attitude  
•  To figure out and decide which competitive attitude we want Jotun to take, we consider 
different factors; we need to look at the forces at work in the industry and the company ́s 
objectives.  
•  As mentionioned in Porter's Five Forces the competitiveness of the industry set as Medium-
High, and is something we had in mind when we chose this attitude.  
•  Jotun Iberica has a strong mother company in Norway which is an universal leader in the world.  
•  They have the same resources and R&D department, and good know-how from their mother 
company.  
•  Their strategy is to focus on colours, and they have a differentiated approach to the market in 
all of the countries they are operating in. They differentiate themselves from the other 
competitors by using a differentiated approach to the market, which can make them a market 
leader.  
•  The mother company provides a solution to enter and operating in the market which has the 
attitude of the market leader.  
•  The ideal in a leader's attitude is to be an inspiration for other companies that follows them. If 
Jotun decides to focus on e-commerce they are ahead of their competition, and also the first 
penetrator. This is an advantage for the company. 
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18.0 Segmentation Strategy 
Undifferentiated Market Strategy  
•  The firm ignores market segment differences and decides to approach the entire market as a 
whole and not take advantage of segmentation analysis. It focuses on what is common in the 
needs of the buyers rather than on what is different. The rationale of this middle-of-the-road or 
standardisation strategy is cost savings, not only in manufacturing, but also in inventory, 
distribution and advertising  
Differentiated Market Strategy  
•  The firm also adopts a full market coverage strategy, but this time with tailor-made 
programmes for each segment. This strategy enables the firm to operate in several segments 
with a customised pricing, distribution and communication strategy. Selling prices will be set on 
the basis of each segment’s price sensitivity. This strategy generally implies higher costs, since 
the firm is losing the benefits of economic scale.  
Focused Market Strategy  
•  The firm is concentrating its resources on the needs of a single segment or on a few segments, 
adopting a specialist strategy. The specialisation can be based on a function or on a particular 
customer group. Through focused marketing, the company can expect to reap the benefits of 
specialisation and of improved efficiency in the use of the firm’s resources 
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18.1 Choice of Segmentation Strategy  
We choose to have two different Segmentation Strategies for the micro segments within the 
following macro segments. This is because the different macro segments have different needs, and 
will therefore be provided with different strategies  
 
Macro segment 1: Protection  
We have chosen to implement the Differentiated Market Strategy for the micro segments 
“Trendsetters” and “Working Parents”. The Undifferentiated Market Strategy is not suitable because 
both our macro segments are in the shake out phase in the Solution Life Cycle. Also, the micro 
segments we have found are too different to use an Undifferentiated Market Strategy. By 
implementing the differentiated strategy Jotun will adopt a full market coverage strategy, with 
tailor-made programmes for each segment. This will enable Jotun to operate in several segments 
with customized programmes. As we are not only trying to communicate the product but more 
importantly a new service, we feel like this strategy is most suitable.  
Macro segment 2: Decoration  
For the “Trend Followers” segment from macro segment Decoration we have chosen to follow a 
Focus Market Strategy. We need a specialized strategy to capture the trend follower segment. 
Through the focused specialization Jotun can reap the benefits of capturing this segment, and also 
make the segment “work” for them through word of mouth and inspiration to each other. 
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18.2 Criteria for Effective Segmentation 
To be effective and useful a segmentation strategy should identify segments that meet 
four criteria:  
 
1.   Differential response 
The segments should be different in terms of sensitivity to one or several 
marketing variables under the control of the firm.  
•  There are a lot of differences between the segments we have chosen, for 
example reasons for buying paint and frequency of buying paint/refurbishing. 
One important difference is located between trendsetters and working parents; 
trendsetters refurbish and redecorate often to follow trends and to be first with 
the new, while “working parents” look for high quality and long lasting paint, so 
they do not have to repaint often.  
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18.2 Criteria for Effective Segmentation 
2.   Adequate size 
Identified segments must represent a market potential large enough to justify developing 
a specific marketing strategy  
•  Trendsetters: This segment is potentially large enough, Jotun just needs to catch 
them. They normally flick from one brand to another, but if they find a brand that is 
innovative with design they will use this brand highly. They can also be of use for the 
company since they have an influence over other people, and can rapidly adapt to 
the online platform and grow in size.  
•  Working parents: From our secondary research we found that families that have 
two working parents are increasing and still are a big segment. From the EU report 
on working labour on males and females, 57% of the female population between 20 
and 64 years was working, and 68% of the male population was working.  
•  Trend followers: This segment is larger than the trendsetters, and they will 
probably be influenced by the trendsetters. They are both young and elderly, and 
comply to both men and women. Trend followers are also under DIY and have DIY as 
a hobby and interest. With an increasing DIY-interest, this segment is going to grow 
even further.  
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18.2 Criteria for Effective Segmentation 
3.   Measurability 
The variables used in the segmentation must be measurable.  
•  Trendsetters 
Family Life Cycle: This is a rather measurable variable. In Spain, there are 
approximately 9 million inhabitants between 20-30 years old. 
Willingness to pay: This variable can be somewhat measured by income level.  
•  Working parents 
Family Life Cycle: This variable is also measurable. There are approximately 14 
million households with more than 3 members in Spain, with an average size of 2,5 
people. However, approximately 25% of the Spanish population is unemployed. 
Willingness to pay: This variable can be somewhat measured by income level.  
•  Trend followers 
Lifestyle: This variable is harder to measure, but as they are influenced by social 
media we can base the number on internet users; approximately 27,5 millions. 
Willingness to pay: This variable can be somewhat measured by income level.  
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18.2 Criteria for Effective Segmentation 
4.   Accessibility 
Refers to the degree to which a market segment can be reached through a unique 
marketing programme. 
•  To reach prospects you can use two different alternatives; customers self-selection 
or controlled coverage. In this case, controlled coverage is the preferred alternative, 
as Jotun then will have full control, and will have little wasted coverage over 
individuals and firms. As we have seen earlier the segments will be more efficient 
when targeted with customized programmes as we have found, through our primary 
research, that they will a lot of convincing. This will be best done by customized and 
unique approaches.  
•  Even though the micro segment “trend followers” is under the variable “lifestyle”, 
and because of this more difficult to target with a customized programme, we find 
that controlled coverage is the best way to reach the prospect.  
 
On the basis of this, we believe the micro segments chosen fulfil the criteria sufficiently, and 
we will develop a positioning strategy and marketing mixes for these segments.  
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19.0 Positioning Map 
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Accessibility HIGH Accessibility LOW 
Communication HIGH 
Jotun Bruguer 
TitanLux 
Procolor 
We have chosen to only include 
competitors mentioned by the 
consumers in our primary 
research 
Communication LOW 
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19.1 Positioning Map 
This positioning map helps us to identify who our competitors are and how they are positioned in 
the market compared to Jotun.  
•  In order to position Jotun we have used the variables Communication and Accessibility. These 
are important KFS’s in the industry, and good measurements for Jotun and its competitors.  
•  These factors are also important for our Leader attitude, we want Jotun up and competing 
against their strongest competitors. In order to rule in accessibility, opening an online store will 
promote their position.  
 
Communication and Accessibility  
Jotun needs to challenge their position in the market and take over market share, to do this Jotun 
needs to be more accessible for customers and increase their brand awareness through 
communication. To increase their accessibility Jotun can begin distributing their products online, 
this way Jotun will be accessible all over Spain, and not only around the biggest cities. This will also 
contribute to both the Development Strategy and the Segmentation strategy where the goal is to 
differentiate Jotun.  
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20.0 Marketing Mix 
Based on our macro segments, we have chosen three micro segments we feel fulfil the 
criteria for effective segmentation the best. The other micro segments do not fulfil the 
criteria in terms of size, value or accessibility.  
 
In the following slides we will conduct three Marketing Mixes, one for each micro 
segment: 
1.  Marketing Mix 1: Trendsetters 
2.  Marketing Mix 2: Working Parents 
3.  Marketing Mix 3: Trend Followers 
 
We need to conduct three different Marketing Mixes because of the Segmentation 
Strategies chosen; Differentiated Market Strategy (Trendsetters and Working Parent) 
and Focused Market Strategy (Trend Followers) 
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20.1 Marketing Mix 1: Trendsetters 
Price 
Trendsetters are open to new ideas and inspiration, therefore they are medium price 
sensitive because they want to explore how to use a product in new ways. They have a “use 
again” mind, and often buy new objects without hesitance. Often, trendsetters tend to work 
with interior, blogs or fashion so they get a lot of samples from different companies. 
Companies use them to market themselves through the Trendsetters social media. Jotun has 
good prices on their paint, it is not overpriced, but not cheap. The price mirrors the products 
quality, which is preferred for the average Trendsetter.  
 
Place 
A new place for the segment to shop is through an online channel. It should be diversified, 
have several attributes for inspiration and should engage the customer in buying paint. The 
Trendsetter will be easily adapted into the online shop, since they already are big online 
shoppers. They can easily find information about the different products, and also have a 
clear access to the blog, company page and social media. The new Online shop should be 
within Jotun’s original website, and Jotun Iberica should implement the new “paint your own 
walls”-technology from the Norwegian website. 
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20.1 Marketing Mix 1: Trendsetters 
151 
Promotion 
Trendsetters are most likely to be found and affected on the internet, especially on social 
media such as on Facebook, Instagram and blogs. They search for inspiration and trends, 
but usually follow their own mind and preferences. Trendsetters easily influence others, and 
people reach out to them to get inspired and to get recommendations. 
Jotun already have a Facebook page and a blog, but these should be improved and 
promoted to reach out to as many as possible. Jotun should also create an Instagram 
account to reach out to even more people. By doing this they will hopefully increase their 
brand awareness 
 
•  One way to catch Trendsetters, as well as to improve and promote their blog, is by 
collaborating with famous people in Spain, and do reportages where they show their 
homes (MTV Cribs) painted with Jotun.   
•  Another way to reach out to the Trendssetters is by holding competitions on social media, 
where they for example can enter by sharing pictures of their newly refurbished homes 
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20.1 Marketing Mix 1: Trendsetters 
Another alternative is to print put a label on the paint cans. Since Jotun do not have a direct 
distribution channel, the end consumers have to buy paint from a multiple brand store. The 
retail outlets will not promote Jotun ́s new online store because it can harm their quantum of 
sales. By putting a label on the paint cans with information about their new distribution 
channel, during an amount of time before and in the beginning to promote the website direct 
to their consumers, this could also be accompanied with discounts. They can also give the 
costumer a code so they can get a discount on their first online purchase. 
 
Product/Service 
Trendsetters will explore new products, but also existing products that can improve their 
DIY-projects. Jotun has no new products that we are going to market in this thesis, but they 
will have a new service, the online service. Being able to order products online will make the 
Trendsetters more tolerant in exploring paint ideas and projects. This service should include 
home delivery.  
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20.2 Marketing Mix 2: Working Parents 
Price 
Working Parents does not often have free time to relax. Therefore, when they buy a product, 
they will spend extra money on buying time. Service is a key note for Working Parents, and 
they often invest in products who comes from a deliverer with good service. They also care 
about their children, and wants them to grow up in a healthy environment which does not 
harm the child. Price is not an important factor, and they are not price sensitive. They look 
at paint as an investment, not a cost.  
 
Place 
The new place for this segment is the online channel, and the most important aspect is that 
the customer can save time. Their information search gets easier, and more efficient. In our 
research we found that the normal consumer visited the paint shop twice, once for 
information, and secondly for buying. The Working Parent’s first objective is to save time, 
and with doing both the information search and the purchase on the website it will save 
them precious time.  
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20.2 Marketing Mix 2: Working Parents 
Promotion 
The promotion plan for the Working Parents segment will consist of following elements: 
•  Jotun will continue with their cooperation with IKEA Family, but they will add that the 
discount is possible on their new online shop as well. One idea could be to give a higher 
discount on the online shop than traditional shops.  
•  Working Parents, especially females, reads Lifestyle Magazines and Interior Magazines, 
and Jotun can promote their new website in one of these magazines. They could write an 
Inspirational reportage about paint and new ways to decorate their house. It is also 
important that they focus on how the paint can protect the people who live in the house, 
both body and soul. This is a mixture between an ad and an article, which will engage 
the segment into redecorating, and also use their new distribution channel. Jotun can 
choose if they want this reportage on an online magazine or traditional magazine. We 
propose to have it on an online magazine, with a link that furthers the reader to their 
online distribution channel. It should be quick, simple and inspirational. 
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20.2 Marketing Mix 2: Working Parents 
Another alternative is to print put a label on the paint cans. Since Jotun do not have a direct 
distribution channel, the end consumers have to buy paint from a multiple brand store. The 
retail outlets will not promote Jotun ́s new online store because it can harm their quantum of 
sales. By putting a label on the paint cans with information about their new distribution 
channel, during an amount of time before and in the beginning to promote the website direct 
to their consumers, this could also be accompanied with discounts. They can also give the 
costumer a code so they can get a discount on their first online purchase. 
 
Product/Service 
Working Parents first objective is to save time. The service we should provide to them is to 
have home delivery, good information on the web-page and also have a good showcase of 
all the colours of Jotun’s world. In the beginning, Jotun should focus on the top 20 colours in 
the market, since 200 000 will be too much for the distribution to handle.  
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20.3 Marketing Mix 3: Trend Followers 
Price 
Trend Followers are not price sensitive. They explore different types of products and buys 
“it”-items and follow trends. The price should be as valued as the product is. If the Trend 
Follower feel that the product is represented by the price and quality, the Trend Follower will 
not be hesitant to buy it. Compared to the Trendsetters, the Trend Followers has a “Use and 
throw”-mind, where they shift out products when it is not trendy anymore. Jotun’s prices 
today is represented for their quality and wide range of colours, the number one in today’s 
industry. 
 
Place 
The Trend Followers new place is also the online distribution channel. They will easily 
navigate and can compare prices more easily on the new web-site. They will follow the same 
place as the two other mentioned micro segments. We need to teach this segment how to 
use the new Place, and it should have a good implementation strategy.  
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20.3 Marketing Mix 3: Trend Followers 
Promotion 
Jotun have a working Facebook page and blog today, where they post pictures to inspire 
their users, but they must to get more followers. Since Jotun has low brand awareness they 
need to focus on promotion of their brand, and their platforms. Jotun have today over 60 
000 likes on  their Spanish Facebook page, which is more than their biggest competitor 
TitanLux, and they have the most inspiring platforms, where they are good at showing their 
colour in different settings.  
 
To get the Spaniards more familiar with Jotun, we will recommend them to have a 
competition on social media where they can win paint. We think it would be a good idea to 
make the customers download Jotun’s application, make them take a picture of a room “as it 
is today” that they would like to change and then use the app to “colour” the wall with their 
new favorite colour. After taking the before and after picture they have to post it on 
Facebook or Instagram, and Jotun can after some weeks select one or more winners. This 
will help Jotun to focus on decorative paint, spectrum of colours and DIY. 
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20.3 Marketing Mix 3: Trend Followers 
Another alternative is to print put a label on the paint cans. Since Jotun do not have a direct 
distribution channel, the end consumers have to buy paint from a multiple brand store. The 
retail outlets will not promote Jotun ́s new online store because it can harm their quantum of 
sales. By putting a label on the paint cans with information about their new distribution 
channel, during an amount of time before and in the beginning to promote the website direct 
to their consumers, this could also be accompanied with discounts. They can also give the 
costumer a code so they can get a discount on their first online purchase. 
 
Product/Service 
This segment is eager to follow trends, as previously mentioned. They will more likely 
look at the top 20 trendiest colours, and not search through the whole assortment of 
colour ranges. They will also endure in the new Service, the online shop and home 
delivery. 
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21.0 Budget 
The products already exists, the only new expenses will be the new website, distribution/transport 
and the promotion.  
 
•  Website: We think that opening their own distribution channel can be possible, because they 
will get the opportunity of connecting their existing website, app and distribution on one page.  
•  Distribution: By offering home delivery Jotun will need more resources.  
•  Samples of paint and colour cards delivered to the consumer. Today, the samples cost 
money, but for a short period of time of the promotion programme, we suggest that this should 
be a free service for the consumers who order it online.  
•  Promotion  
•  Blog: Continue to increase readership and inspirational articles where Jotun’s products are 
used.  
•  Social Media: Increase “Likes” on the facebook-page, and open up an Instagram-account 
for more followers, as well as throwing competitions 
•  Advertisement on labels: The first three months, label an ad on each package of Jotun’s 
product.  
•  Advertisement on online papers: Increase awareness of the brand  
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21.1 Budget: Estimated Cost 
Where What Cost 
Website We assume that the online distribution website, 
as well as the integration of the blog into 
Jotuns official website will be developed in the 
headoffice in Norway, because of this we have 
used Norwegian prices to estimate the cost. 
100€ per hour of work 
Distribution With home delivery, we recommend Jotun to 
collaborate with a delivering company (e.g. 
FedEx)  
Not able to estimate cost 
Samples Sample cards will give a cost as these needs to 
be printed 
Not able to estimate cost 
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21.1 Budget: Estimated Cost 
Where What Cost 
Promotion:  
Blog 
Maintenance of the blog will require either 
new employees or more office hours 
Increase in salary 
Promotion: 
Social Media 
Maintenance of profiles on social media will 
require either new employees or more office 
hours 
 
Competition prizes  
 
Promotion on social media 
(advertisements) 
Increase in salary 
 
Competition prize prices will 
vary in cost 
 
Facebook advertisement for 28 
days, will cost approximatly 
100 euro per day 
Promotion: 
Labels 
Promotion on labels requires new design and 
printing on packaging 
Not able to estimate cost 
Promotion: 
Papers/
magazines 
Promotion on online papers and in lifestyle 
magazines 
Not able to estimate cost 
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22.0 Conclusion 
In this project we have gathered information to help us answer the problem definition “Is there potential in 
the Spanish market for Jotun to distribute their products online?” After our primary and secondary 
research we have concluded that this is possible. 
 
Therefore, we recommend Jotun to have their own online shop, implemented in their existing website. We 
want to collect all of Jotun’s webpages into one channel, this will make it easier for the customer to 
navigate; one example is to have their blog integrated on the same website for inspirational use. Jotun 
should also focus on increasing views on Facebook and social media to higher their brand awareness. 
 
We have found three micro segments that we believe Jotun should focus on. These are “Trendsetters”, 
“Working Parents” and “Trend Followers”. They are already online shoppers, and they do not have a high 
price sensitivity to actually purchase from the new platform. For every segment we have made a 
promotion plan, which is mentioned in the Marketing Mix, but most of the promotion plan will go over 
social media and the internet in general. It is essential for Jotun to increase their brand awareness in order 
to succeed with their online distribution channel. 
 
Even though this task requires a lot of time and resources, we believe this is the right direction to go as 
the online marketplace is in constant growth. This will help Jotun to increase market share, higher brand 
awareness and get a grip on the online marketplace ahead of their competitors. 
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Evaluation of the project  
DO’s 
•  Start earlier with contacting potential 
objects.  
•  Prepare a good schedule, but if you go 
ahead of the schedule, make sure that the 
analysis and/or interviews are done 
thoroughly.  
•  Work together as a group, this will results in 
a thesis with higher quality.  
•  Set a deadline ahead of the original 
deadline, so you have time to go through 
the thesis.  
•  Use the tutorials efficiently. Plan what you 
need help for, and do not show up without 
any questions.  
•  Take notes 
DON’Ts 
•  Do not believe the company is as big as it is 
in Norway.  
•  Do not assume that everyone speaks 
English  
•  Do not assume how big the brand 
awareness is before you analyze it.  
•  Do not be afraid of contacting people you 
want to get important information from.  
•  Do not believe that bringing a focus group 
together will be an easy task  
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In depth interviews with consumers and 
professionals, and focus groups 
Topic: Behaviour - online shopping  
•  Tell me about the last time you bought sometime online  
•  What, which store, why, price, brand and place  
•  Tell me about your relationship to online shopping 
•  How you feel, do you search for alternatives, do you use the same store every time, one-brand store vs 
multiple brand store 
•  How much information do you need about the product, how do you get it and which store gives you the most; 
one-brand or multiple? 
 
Topic: Behaviour - paint  
•  How often do you redecorate/refurbish your house? 
•  Why, how (paint, furniture etc), DIY or professional?  
•  How difficult is it to buy paint?  
•  Finding a store/the right colour/enough information  
•  How do you feel when buying paint?  
•  Where do you buy paint?  
•  Do you need information about the product?  
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In depth interviews with consumers and 
professionals, and focus groups 
•  Tell me about your thought about paint  
•  How important is it to find the right colour?  
•  What qualities are you looking for?  
•  Would you pay more for higher quality?  
•  “Top of mind” brands  
 
Topic: Paint / online  
•  Have you bought paint online?  
•  Tell me about your thought about buying paint online  
•  Your feelings, expectations, price, concerns, home delivery, one-brand store vs multiple store.  
For the focus groups, we will use the same guide, with some adaptations if needed. Also, when we ask about paint 
and online combined, we will show a web-site where the consumer can browse different colours and set the colours 
in a live living room, bedroom or kitchen  
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In-depth Interview with Retailer: Customer 
behaviour  
What kind of customers does this store get?  
•  Do they know right away what to buy, or do they need help to find the best solution?  
•  What is the most frequently asked question about paint?  
•  Do the customers have any brand recognition or top-of-mind?  
 
What kind of trends have you noticed is “In” atm. Environmentally-friendly or colours etc 
•  Is it the customer who choose the trends, or do you inform them about the different trends in the market?  
•  Which brand is the leading trendsetter?  
•  What is the typical product that customers are looking for right now?  
 
In the store, the different brands have different showcases, have you seen some advantages or disadvantages with 
the different showcases?  
•  How is Jotun’s showcase different from the others, perceived from the customer?  
•  Is it helpful for you as a salesperson?  
•  Do you think Jotun’s showcase can help them promote their brand?  
•  Have you seen other brands that are trying to copy Jotun’s showcase?  
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In-depth Interview Competitor  
We will only ask general questions to the competitors. This is because of they will not give 
confidential information, or give away any of their strategies.  
 
These are the topics we discussed: 
•  Information about suppliers  
•  Information about subcontractors and prices 
•  E-commerce  
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In-depth Interview with Experts 
These are the topics we want to discuss in our expert-interviews 
 
Expert 1: Online industry  
Topics:  
•  E-commerce 
•  Consumer behaviour  
 
Expert 2: Paint industry  
Topics:  
•  The industry  
•  E-commerce  
•  Positive/negative factors  
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Observation Guide  
We are going to do three observations; at IKEA, Leroy Merlin and Els Tigres.  
 
•  How do the consumer behave, do they choose a brand with no recognition, or do they go 
through an information search in the store?  
•  What kind of brands are represented in the store? 
•  How many visitors? 
•  The employees help and information sharing  
•  What kind of brands and products do the consumer choose? 
•  How helpful or popular are the different showcases? 
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Market Share 
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Environmentally Friendly Products 
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Facebook Cost 
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